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WHO DO YOU KNOW... miarvozsw7 une 


KELLOGG’S CORN-FLAKES?...or WHOM do you know? 


CHICAGO AGENCY TAKES IT EASY—Copywriters at Leo Burnett Co., Chicago, theo- 


retically are sitting back and letting the k 


ids handle the ads for Kellogg's corn flakes. 


Above is the first sample in the Feb. 2 Saturday Evening Post. The company invites 
children 14 years old and younger to submit ads. In one corner is a picture of the 


junior od writers. In the other corner is 


the new corn flakes box to be introduced 


oon. (Story on Page 3.) 


N. Y. State Investigates Equitable Life's 
Placing Advertising Via President's Son 


New York, Jan. 31—-Insurance 
companies operating in New York 
state are examined every three 
years as a routine matter. But. last 
week the Journal-American broke 
a story on the investigation of 
Equitable Life Assurance Society 
of the U. S. which pointed to a 
bizarre boom in billings for a rel- 
atively small agency. 

Some phases of the investigation, 
still not completed, are believed 
to be concerned with advertising 
arrangements made by Equitable 
with one of its agencies, C. V. 


Parkinson Associates Inc., of Man- 
hasset, a Long Island suburb. 

Since the examination is 
yet completed it has not been made 
public but Alfred J. Bohlinger, 
superintendent of insurance, has 
stated “unequivocably that the 
Equitable was found by the exam- 
iners to be in a strong financial 
position,” according to the Journal- 
American. 

The “certain phases of this ex- 
amination [which] are still in pro- 
cess” are reportedly concerned 

(Continued on Page 8) 


Ruthrauff & Ryan, 


Now 40 Years Old, 


Has Had a Billings Gain Every Year 


By JOHN CRICHTON 

New York, Feb. -~Ruthrauff 
& Ryan celebrated its 40th anni- 
versary with an employes’ dinner 
here Jan. 18, marking the rise of 
the agency from a two-man mail 
order shop to a corporation with 
710 employes in 12 offices, and up- 
wards of $50,000,000 in annual 
billings. 

Im the process, R&R established 
a ¢eputation for mass marketing, 
for willingness to test new methods 
and media, and for hard-selling 
The copy, frequently un- 
is apt to be described as 


copy. 
lovely, 


“buckeye” by R&R's competitors. 

Almost from the beginning, the 
agency's interest was in the vast 
sea of the population. For the last 
two decades, 


have featured a huge mural of a 
crowd, an ocean of faces. Across 
the top of the mural, engraved on 
a plaque, is the agency’s unofficial 
credo: “This is your market—to 
sell them you must know them.” 


@ It was the agency which tacked 
up a sign over the bulletin board 
(Continued on Page 46) 


not} 


the offices of the! 
agency in New York and Chicago | 


‘Conspiracy,’ ‘Intoxication’ Charges Hurled... 


Duane Jones Suit, Defendants’ 
Reply Read Like ‘The Hucksters’ 


Jones Says Manhattan Soap’s Burke Started Trouble; 
Defendants Claim That Jones’ Drinking Is to Blame 


CBS Radio Trump: 
Product Display in 


4,200 A&P Stores 


New York, Feb. 1—CBS Radio 
Division has come up with one of 


| the biggest trump cards shown to 


date in the game to lure sponsors 

with merchandising offers. 
Advertisers who buy time on 

“‘Musicland U.S.A.,” a song session 


| with Earl Wrightson, will be guar- 


| 


anteed product display in 4,200 
A&P stores throughout the country. 
| This will be choice space, most of 
| which has formerly been reserved 
for A&P brands. 


® Participating sponsors will get 
a 75-second commercial on the 


| program as well as opening — and 


perhaps closing — credits. “Music- 
land U.S.A.” is now heard Friday 
nights at 8 p.m., EST, but for the 


|new project it will be moved to 


9 p.m., EST, a better time to 
catch more of the radio audience 
without the necessity of repeats. 
The plan will not be activated 
until CBS has lined up three ad- 
vertisers, though as many as six 


can be accommodated in the A&P, 


merchandising scheme. If six 
sponsors are signed, the program 
will be expanded to an hour offer- 
ing. The cost: $9,400 a week for a 
13-week contract. 


# J. Kelly Smith, Columbia v.p., 
who pointed out that between 8% 
and 9% of the grocery business in 
the U.S. is done in A&P stores, 
said that Friday night was selected 
to catch Mrs. Housewife on the 
evening before she goes out to 
(Continued on Page 60) 


COMPLAINT 

New York, Jan. 31—Duane 
Jones has filed his long-threatened 
suit, seeking a total of $4,500,000 
in damages from 12 defendants, 
plus the impressment of the capi- 
tal stock of Scheideler, 
Werner with a trust in his favor. 

The suit was formally filed in 
supreme court, New York County, 
Part III, on Friday, Jan. 25, after 
Justice Carroll G. Walter denied 
a defense motion to dismiss the 
original complaint. 

Perhaps the least anticipated 
angle of the Jones complaint is the | 
charge that the Manhattan Soap | 
Co.—a former client which billed | 
$3,000,000 a year—and its v.p.,| 
Frank G. Burke Jr., “initiated” the 
alleged “conspiracy to destroy Mr. 
Jones’ business.”” Both Mr. Burke 
and Manhattan were listed among 
the defendants. The others are: 

Joseph Scheideler, Paul Wer- 


ner, Joseph Beck, Robert Hayes, | 
| Don Gill, Philip Brooks, Lawrence 


Hubbard, Eugene Hulshizer, Rob- 
ert Hughes, and SB&W. 


@ Mr. Burke emerges from the 12- 
page Jones complaint as the ‘“‘mas- 
ter mind” behind the “conspiracy.” 
Mr. Jones dates the conception 
of the “conspiracy” back to No- 
vember, 1949, when Mr. Burke, 
“in the furtherance of the busi- 


ness of the Manhattan Soap Co.,” 


made “unusual and irregular fi- 
nancial demands” on the Jones 
agency. 

The purpose of the “conspiracy,” 
which Mr. Jones said was “initiated 
and engineered by Mr. Burke and 

(Continued on Page 34) 


Last Minute News Flashes 


Clo Hair Deodorant Shampoo to Bow in Miami 


New York, Feb. 1—Bymart-Tintair Inc. 


will announce details to- 


morrow of its Miami newspaper-radio advertising program to intro- 
duce Clo shampoo. Clo contains chlorophyll designed to keep hair odor- 
free for days. Eighteen ads (300 to 1,000 lines) will run in — Miami 


Herald and the Daily News for three weeks beginning Feb. 


. Radio 


spots will be used. Cecil & Presbrey is the Bymart-Tintair pony 


Hickerson Plans to Withdraw from Albert Frank 


New York, Feb. 


1—J. M. Hickerson, president of Albert Frank- 


Guenther Law, is withdrawing from the agency, probably about March 
1. A formal statement will be issued by the agency in about two weeks, 


AA was told, but, 
Calkins, chairman of the agency, 


New York, Feb. 


until then, neither Mr. Hickerson nor Howard W. 
will reveal any details. 


_30-City Radio Spot Campaign for Hellman’‘s Planned 


1—Best Foods is completing plans for a radio spot 


announcement campaign to break this month for Hellman’s mayonnaise. 
| About 30 markets will be covered. Benton & Bowles is the agency. 


Wright Takes Over White Rock Ad Post 


New York, Feb. 1—Robert A. Wright, sales promotion manager for 
the White Rock Corp., has also assumed the duties of advertising man- 
ager under the supervision of Thomas G. Prosser, director of sales 
and advertising. He replaces Charles A. Feld, who has joined Cecil 


& Presbrey. 


(Additional News Flashes on Page 61) 


Beck & | 


ANSWER 

New York. Jan. 31—In their 
initial legal answer to the Duane 
Jones suit, which seeks a total of 
$4,500,000 in damages, that agen- 
cy’s former executives charged 
that Mr. Jones’ behavior and con- 
duct “seriously damaged the busi- 
ness, good will and reputation” of 
the Jones Co. They said they tried, 
fruitlessly, to preserve the Jones 
business for its stockholders and as 
a livelihood for themselves. 

The reply, sworn to by Joseph 
Beck, was dated Jan. 3, in response 
to the original complaint. An 
amended reply was said to have 


Duane Jones 


Joseph Scheideler 


been filed Monday, but as of this 
morning, it does not appear in the 
county clerk’s records. Mr. Scheid- 
eler told AA the amended reply 
was substantially the same as that 
of Jan. 3 with the exception that 
a number of “legal” insertions 
have been made. 


@ The Jan. 3 reply to the Jones 
Co. complaint charged that Mr. 
Jones: 

1. Was frequently intoxicated. 

“Grossly neglected” his busi- 
| ness. 

3. “Paid out large sums of 
money, under fictitious names,” to 
two sisters and a brother and to 
four others “for services claimed 
to have been rendered. ..whereas 
jin truth no such services were 
| rendered.” 
| 4. “Withdrew from the Jones Co. 
in addition to his salary of $100,000 
per annum, an expense account of 
about $40,000 a year for which he 
either gave no accounting at all or 
only fictitious and highly question- 
able vouchers.” 


@ They further alleged: 

“That from 1942 to 1949, the 
Jones Co., at the instigation of 
Duane Jones, paid substantial sums 
of money to employes and agents 

(Continued on Page 34) 


Highlights of the Week's 
News and Index to Fea- 


tures Are on Page 60 
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Capital Airlines 
Sets $1,500,000 
Budget for ‘52 


WasHIncton, Jan. 31—Capital 
Airlines, which lost $1,500,000 in 
1947, will spend that amount alone 
on promotion in 1952. 

Capital’s national ad campaign, 
planned ata management and sales 
conference in Cleveland Jan. 23- 
24, opens with a full-page, four- 
color advertisement in the Feb. 2 
Saturday Evening Post. 

James W. Austin, v.p. in charge 
of sales and traffic, pointed out 
that the airline's advertising budg- 
et has kept pace with the growth 
of the company since the disastrous 
year of 1947. In that year Capital 
spent only $400,000 for advertising. 
Reorganized under a new presi- 
dent, J. H. (Slim) Carmichael, the 
airline climbed rapidly out of the 
red and reported a net profit of 
more than $1,500,000 last year— 
half a million more than 1950. 


@ The company carried 2,000,000 

passengers in 1951 and spent $1,- 

250,000 for promotion. This year’s 

goal is 2,300,000 passengers and a 
$otal revenue of $45,000,000. 

MLewis Edwin Ryan Inc., Wash- 
-. agency, is handling the pro- 
motion and has scheduled four-col- 
or pages for Business Week, Col- 
er’s,. Newsweek, The New Yorker, 
Time and U. S. News & World Re- 
part. The initial ad in the Post will 
have an economy theme, pointing 
out “you can fly Capital Airlines 
today at even lower fares than you 

Id 10 or 20 years ago.” 
owever, J. Robert Corry, gen- 
] manager of the Ryan agency, 
60% of the ad budget will go 
for space in 125 newspapers. Mr. 


 # added that Capital also will 
®@ direct mail, posters, vacation 
félders and travel and trade publi- 
cations 


@ Mr. Corry and seven agency staff 
mé@nibers attended the company’s 
conference in Cleveland and pre- 
semted Capital’s 1952 advertising 


WEALTHY?..NO... WISE! 


ee 
Copital 


| 

$1,500,000—That’s how much Capital | 

Airlines will invest in ‘52 for advertising, 

which opens with this page in the cur- 
rent Soturday Evening Post. 


program in a _ novel, 20-minute 
show which featured “black light” 
technique, long used in the theater 
for such effects as skeletons danc- 
ing in the dark 

A striking animation was 
achieved by playing ultra-violet 
footlights on fluorescent-painted 
cartoons, symbols and signs—in 
eight different colors—which were 
moved about a darkened stage by 


black-hooded performers. The Ry- for 1951 is much less than the 72% | 


an agency believes this is the first 
use of the technique in an adver- | 
tising presentation 


Shander Inc. Switches Agency 

Benjamin Shander Inc., Phila- 
delphia blouse manufacturer, has 
switched its advertising account 
from Sterling Advertising, Phila-| 
delphia, to Shaw & Schreiber, 


Philadelphia. 


Taunton Appoints Agency 

Taunton Pearl Works, Taunton, 
Mass., manufacturer of men’s and | 
women’s pearl jewelry, has ap- 
pointed Daniel F. Sullivan Co.,} 
Boston, to handle its advertising. | 


Spring Packing to Adler 

Spring Packing Co., Chicago, has 
appointed William Hart Adler Inc., 
Chicago, to direct its advertising. 
Consumer and trade publications 
and newspapers will be used. 


What Media Manners D’ya Mind? 


Come Around, KFMB Tells P.R. Men, 
and Talk Shop with Anybody You See 


San Dreco, Cat., Jan. 29—Public 
relations counselors in San Diego, 
advised a few weeks ago that they 
may speak to the city editor of the 
San Diego Union only if spoken 
to (AA, Jan. 21), now have an in- 
vitation to invade the office of the 
chairman of the board at KFMB 
and KFMB-TV and “press some 
of the buttons” on his desk if they 
don't receive prompt and courteous 
treatment from his underlings. 

The media sparring began when 
R. F. Pourade, managing editor of 
the Union, wrote p.r. men suggest- 
ing that they quietly leave their of- 
ferings with an assistant city edi- 
tor and scamper out of the office 
without wasting the time of the 
Union's city editor. 


@ Those thus advised on good me- 
dia manners now have received 
the following communication from 
KFMB and KFMB-TV General 
Manager Howard L. Chernoff 
Dear Friend The Public Relations 
Counsel performs a very necessary ser- 
vice and is one of our best friends. He 
not only saves us money but time as well 
And, more and alert organiza- 
tions are employing qualified Public Rela- 
tions Counselors to tell their stories 
Hence, we feel this letter may help these 
esteemed ladies and gentlemen to better 


more, 


serve their clients 

i. If you have a brainstorm for either 
radio or television, come on up to the 
second floor at Fifth and Ash and tell it 
to Lisle Shoemaker. Where is his office? 


Who knows? Sometimes even WE can't 
find him 

2. If Lisle 
idea for television 
our TV program director 
with him 

3. If it's a radio idea, and you can't 
find Lisle, take the elevator to the fifth 
floor and tell it to Paul White, our ex- 
ecutive editor ‘providing you get 
the elevator to work) 

4. If none of these big shots are avail- 
able, come in to my office on the second 
floor and give me the dope. If my secre- 
tary gives you any trouble, slap her down 
and come in anyway 

5. If neither secretary 
available, just walk past my office and 
go into Capt. Kennedy's office and tell 
it to him. If he isn't there either, simply 
sit down at his desk and press some of 
the buttons you'll see there. Things will 
begin to happen immediately and your 
problems will be solved 


found and it’s an 
get hold of Bill Fox, 
and discuss it 


can't be 


my nor I are 


| blends- Gallagher & Burton 


6. For your information, every execu- 
tive in the KFMB radio and television | 
organization been told he will be | 
fired without notice if he fails to salute | 
first on seeing a public relations counselor | 
in our building. I will appreciate a re-| 
port on any infractions. (Frankly, I'd 
just love to fire a few of ‘em!) 

7. And, if you do all these things, we'll 
know the model PRC. (Heaven 
help us!! 

Cordially Yours, 
HOWARD L 
more than ordinary 
rivalry between the stations and 
the Union because Mr. Chernoff 
was general manager of the now 
defunct San Diego Journal and 
that newspaper was owned by 
John A. Kennedy, now owner of 
the stations, 


has 


you're 


CHERNOFF 
There is 


Blends Slipped, 
Straights Gained 
in ‘51, Says ‘BW’ 


New York, Jan. 29—In the liq- 
uor industry’s battle of straight 
whiskies vs. blends, the latter, al- 
though continuing to lead by a 
wide margin, slipped nearly 2,400,- 
000 gallons (3.1%) for the first 
nine months of 1951, while the 
straights continued to make big 
gains, according to an industry 
analysis in the Jan. 26 Business 
Week. 

For the period, straights in- 
creased their volume by 3,900,000 
gallons (21.9%) despite, the arti- 
cle points out, “a light dip in the 
bonded whiskies of 559,000 gal- 
lons, or 7.2%. Canadian whiskies— 
which are halfway between a 
straight and blend, being a blend 
of light straights—scored sales 
gains of 39.7%.” 

Business Week suggests the 
figures, prepared by B. W. Cor- 
rado, liquor consultant, “reflect 
one important new note: The 
Straights’ rate of increase has 
slowed down. Their 21.9% gain 


rise they made in 1950 over 1949.” 


@ The straights made their 1951 
gains largely in the South, Mid- 
west and Far West; in the East, 
blends pretty much held their own, 
and, over-all, blends “are still out- 
selling straights by a ratio of more 
than three to one.” 

Brand-wise, BW points out, “the 
outstanding fact is that the two 
Joseph E. Seagrams & Sons brands, 
7 Crown and Calvert Reserve 
[both blends], between them ac- 
count for almost one-fifth of the 
industry’s total whisky business. 

“The company has seven brands 
among the industry’s top sellers. 
Three of the brands showed gains 
over 1950, so that its net loss was 
less than 2% in these brands. This 
drop was apparently more than 
offset by increased sales of the 
company’s other brands, including 
two recently revived low-price 
and 
Kessler’s.” 


|@ (Business Week data on how the 


brands scored during 1951 is a 
projection of the available data 
on liquor sales in some 27 states, 
based on the nine-month figures 
for the year, which, the liquor in- 
dustry expects, wil! reflect those 
for the full year 1951.) 

In second place among the major 
distillers is Schenley Industries 
Inc., with estimated sales of some 
$450,000,000 in 1951, for the vear 
ended Aug. 31. The sales figure, 


Brand 


Seagrams 7 Crown 


Distiller 
Seograms 
Seagrams 
Schenley 

Hiram Walker 
Hiram Watker 
National 
Seograms 
Seagroms 
Seegrams 
National 
Schenley 
Schenley 
Seograms 


Calvert Reserve 
Schenley Reserve 
Corby’s Reserve 
Imperial 

PM Deluxe 

Four Roses 

Carstairs White Seal 
Paul Jones 

Old Sunny Brook 
Cream of Kentucky 
Oid Stagg 

Soograms V.O. 

Early Times 
Fle'schmann’s Pid. 
Canadian Club 

Park & Tilford Reserve 
Hunter 

Cid Thompson 

Good Old Guckenheimer 
Echo Springs 

Old Charter 

O'd Sunny Brook 
Holl & Hill 

Hill & Hill 


Fleischmann 
Hiram Walker 
Pork & Tilford 

Seogroms 
Glenmore 
American 
Schenley 
Schenley 
Notional 
National 
National 
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OLDS M™ ° BILE 
modern classic 


wiw “eecntr’ Aéeety—EigAks tih iss? 


NEW OLDS COPY—This color spread in the current issues of Life and The Saturday 
Evening Post typifies Oldsmobile division’s copy approach for the 98 series, with the 
emphasis on ‘‘classic new beauty” and “‘classic’’ action. 


From Futuramic to Classic... 


Oldsmobile Restyles Sales Theme; 
Ad Budget, Like Output, Drops 30% 


One New Device: Hiring 
an Actor and Actress 
on a Full-Year Basis 


| 
| 
| 


Detroit, Jan. 29—The Oldsmo- 
bile division of General Motors 
| Corp. gave its new approach to ad- 
vertising copy considerable empha- 
sis in introducing its 1952 line of 
passenger cars to its 3,888 dealers 


however, includes liquor, wine, 
beer and chemicals. 

National Distillers Products 
Corp., with estimated sales for the 
calendar year of  $370,000,000, 
“probably had a good year,” and 
Hiram Walker Inc. “was sitting 
pretty” with sales estimated at 
$350,000,000 for the year ended 
Aug. 31, up about $7,000,000 from 
1950. 


8 Brown-Forman Distillers Corp., 
next in line, “is one of the inde- 
pendents that have managed to 
establish top-selling brands—its 
recently revived Early Times 
straight bourbon landed among 
the straight leaders.” 

Business Week’s ranking for the 
next five companies is: Fleisch- 
mann Distilling Corp.; Park & Til- 
ford Distillers Corp.; Glenmore 
Distilleries Co.; American Distill- 
ing Co., and Publicker Industries. 

The article concludes with a 
prophecy for 1952: “Industry ex- 
pects a moderate decline in liquor 
consumption from 1951's 195,000,- 
000 gallons. The higher federal ex- 
cise tax ($10.50 a gallon) is the 
reason. So far, though, there are 
no figures that show what the new 
tax has done to the industry.” 


Cases Sold (est.) 
1951 1950 
9,600 000 
3,600,000 
3,300,000 
2,700,000 
2,650,000 
1,600,000 
1,500,000 
1,400 000 
1,350,000 
1,270,000 
1,250,000 
1,200,000 
1,150,000 
1,000,000 


10,000 000 
3,500,000 
4,100,000 
2,800,000 
3,050,000 
1,725,000 
1,700,000 
1,440,000 
1,150,000 
1,550,000 
1,350,000 

950,000 
950,000 
850,000 
900 000 
775,000 
900,400 
900 000 
760.000 
750,000 
540,990 
430,000 
NA. 


Straight 
Straight 
Strarght 
Blend 810,000 

Straight NA 
—Copyright, 1952, by Business Week 


‘51 LIQUOR CONSUMPTION—Business Week's brand-by-brand analysis of U. S. 

liquor consumption in 1951 shows Seagrams’ 7 Crown and Calvert Reserve account- 

ing between them for almost one-fifth of the industry's total whisky business. Blends 

have maintained their lead over straights, but the lotter scored ao healthy 21.9% 
gain for the year. 


and members of the press last 
week. 

Reporting itself in one of the 
soundest positions, both from a 
production and sales point, of any 
of the automobile manufacturers, 
Oldsmobile unveiled a hard-hitting 
promotional drive aimed at keep- 
ing its name before the public even 
in the period of expected acute 
shortages. 

The new Oldsmobile approach 
was reached through the close co- 
operation of L. F. Carlson, Olds 
merchandising and advertising di- 
rector and assistant to the presi- 
dent, and D. P. Brother & Co., De- 
troit, Olds agency. 


@ It calls for what Mr. Carlson 
called an entirely new concept in 
artwork, particularly in the ex- 
tensive newspaper drive which will 
consume roughly 70% of the esti- 
mated $6,000,000 advertising and 
sales promotion budget. The budg- 
et is about 30% below the 1951 
expenditure. 

Oldsmobile ties its advertising 
budget closely to its production 

(Continued on Page 62) 


Direct Mail Volume 
Hit $1,056,296,826 
in ‘51, DMAA Says 


New York, Jan. 29—Total direct 
mail dollar volume for 1951 was 
$1,056,296,826, a gain of 14.9% over 
1950, according to figures released 
yesterday by Frank Frazier, execu- 
tive director of the Direct Mail 
Advertising Assn. 

The breakdown by months is as 
follows: 


January 
February 


$90,672,133 
80,379,898 
94,396,448 
87,687,886 
87,746,885 
85,151,810 
78,676,791 
86,832,775 
85,160,242 
102,049,878 
97,370,182 
67,086,578 


| Mahr-Button to Jenkins 


| Mahr-Bufton Co., manufacturer 
of Trav-L-Eez baby carriages, 
Glamahr restaurant tables and 
chairs and tractor hoods, has #p- 
pointed Ray C. Jenkins Advertis- 
ing, Minneapolis, to supervise na- 
tional trade and consumer adver- 
tising. ° 


| BBDO Gets Spreckels Sugai 

| Batten, Barton, Durstine & Os- 
born, San Francisco, has been ap- 

| pointed to direct advertising for 
Spreckels Sugar Co., San Fran- 
cisco. Harrington, Whitney & 

| Hurst, San Francisco, previously 

| had the account. 
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Dairy Industry 
Urged to Boost 
Dairy Sales 40% 


Syracuse, Jan. 31—Dairy pro- 
ducers and marketers should set a 
40% increase in dairy product con- 
sumption as a national sales goal, 
according to Sidney W. Dean Jr.. 
v.p. in charge of marketing serv- 
ices of McCann-Erickson, New 
York. 

Speaking before the 37th annual 
meeting of the National Dairy 
Council] here yesterday, Mr. Dean 
pointed out that consumption of 
all foods in the past decade has 
increased 15% in pounds and 51% 
in constant dollars, reflecting a 
greater use of higher quality foods 
Sales of milk and butter, however, 
have not kept pace, he added. 

Mr. Dean cited population 
growth, expanded production, 
greater leisure, higher consumer 
income, greater life expectancy 
and other trends as evidence of the 
increased sales potential which the 
dairy industry should exploit. 


8 “Nearly half, or 49%, of the en- 
tire 1940-1950 population growth 


has occurred in the suburban zones | 


of the 168 largest 
areas,” he declared. “These mar- 
kets and their central cities now 
contain 58% of U. S. families. In 
the same period, farm population 
declined 9%, although farmers 
have raised their own living stand- 
ards and buying power to the 
highest level of all time.” 

Through population growth 
alone, the 1951 level of 120 billion 
pounds of milk solids consumed an- 
nually should increase by 1960 to 


an annual consumption of 132 bil-| 


lion pounds, he said. 
But if the industry fully exploits 
(Continued on Page 59) 


Seed Firms Urged to 
Increase Ad Funds 


Cuicaco, Jan. 29—Over-all ad- 


vertising expenditures by Ameri-! 


Advertising Assn. of the West Campaigns 


can seed companies will undoubt- 
edly be substantially increased this 
year, according to a spokesman for 
the American Seed Trade Assn., 
Chicago, which completed its mid- 
winter meeting here Sunday. 

In addition, industry members 
outlined a plan for a more aggres- 


sive and ambitious public relations | 


program for the year. They ap- 
proved a $12,000 public relations 
budget. 

The membership, it was pointed 
out, was generally critical of the 
type of advertising carried on in 
the past, and was especially con- 
cerned with low advertising ap- 
propriations which are not in step 


with the demand for seed. It was} 


suggested that individual com- 
panies increase their ad budgets 
to tie in with the new public re- 
lations program. 


Nielsen Adds Seven Clients 


Seven advertisers and agencies 
have signed for the A. C. Nielsen 
Co. radio and television index 
services in recent weeks. The com- 
pany reports that its subscribers 
now represent 78% of the radio 
programs and 55% of the TV 
shows currently on the networks. 


Wine Growers Name Agency 
The advertising account of the 
Wine Growers Guild, Lodi, Cal., 
recently resigned by Guild, Bas- 
com & Bonfigli, San Francisco, has 
been taken over by Dancer, Fitz- 
gerald & McDougal, San Francisco. 


Sandy Woolf Joins KGF] 


Sandy Woolf, formerly an ac- 
count executive of Dean Simmons 
Advertising, has been appointed 
an account executive of KGFJ, Los 
Angeles. 


metropolitan | 


HUMAN INTEREST—This color spread is the first of a monthly 
series that American Airlines has opened in The Saturday Eve- 
ning Post based on actual experiences of passengers. The com- 


‘ 


i“ ey 


pene 


Vie Sonsted Thru tears With 


pany, via Ruthrauff 


‘flue 


in 143 newspapers, 
The New Yorker, and 13 pages in Time. 


& Ryan, also will run weekly ads this year 
three spreads in Life, 52 cartoon ads in 


Can This Be the Trend? 


(Picture on Page 1) 

BaTTLe CREEK, MIcu., Jan. 30— 
The Kellogg Co. has put a fresh 
slant into cereal advertising by 
having children 14 years old and 
younger write the ads for corn 
flakes. 

The new promotion was an- 
nounced on the NBC-TV show, 
“All-Star Revue,” and the initial 
ad in the series appears in the Feb. 
2 Saturday Evening Post. Head- 
|lined “Kellogg’s invites the kids 
| to write the ads,” the Post adver- 
| tisement states: 

“We feel that people sometimes 
| get tired of ads done by regular 
| advertising writers. So we thought 
it would be a good idea to get out 
ads from the youngsters in this 
| country who have an urge to write 


Kids Are Writing Kellogg's Copy 


and draw. If you are 14 years old, 
or less, why not get out your colors 
and send in an ad now?” 


® Pictures of the junior copywrit- 
ers, a six-year-old girl and her 
14-year-old brother, are printed 
with the first ad, which is in the 
form of cartoons with captions. 
The agency, Leo Burnett Co., 
Chicago, said both the art work 
and copy will be done by entrants. 
The only changes that may be nec- 
essary will be with the colors. 
Entrants must submit a Kellogg 
corn flakes boxtop, and every 
youngster submitting an ad will 
receive a pin signifying member- 
ship in the Junior Admakers’ 
Guild. If an ad is used on the air 
or in a magazine, the entrant will 


for Improvement in Advertising Practices 


BERKELEY, CAL., Jan. 30—Defi- 
nite steps toward an all-out cam- 
paign for improvement in adver- 
tising practices were taken here 
at the annual mid-winter confer- 
ence of the Advertising Assn. of 
the West last week. 

The association’s directors ap- 
proved formulation of an adver- 
tising practices code. According to 
Charles W. Collier, executive v.p. 
of AAW, the code will be pre- 
sented for adoption at the conven- 
tion in Seattle, June 22-26. 

Some 150 delegates attending 
| the conference were urged to car- 
ry requests back to the associa- 
tion’s member advertising clubs 
| throughout the 11 western states 
|for appointment of “improvement 
in advertising” committees. 


@ “Courage is needed at the grass 
roots level to protect misuses of 
advertising and display of un- 
truths, on the part of both local 
and national advertisers,” Mr. 
Collier pointed out. “At the same 
time, good advertising practices 
should be commended and en- 
couraged.” 

In the same vein, Robert Sample 
of the Los Angeles Better Business 
Bureau urged the conference dele- 
gates to set themselves up as 
watchdogs for truth in advertising. 

“Abuses of advertising ethics,” 
Mr. Sample declared, “are respon- 
sible for much of the legislation 
which is threatening the industry.” 

Developments on the legislative 
front—both on national and on 


gates by John Long, chairman of 
the legislative committee of AAW. 

Other local level work urged on 
AAW member clubs was advertis- 


ing education workshops for pub- 


lic school teachers. 


@ “You can perform 
service than to help train our 
young people,” P. W. Thelander, 
supervisor of distributive educa- 
tion of the Los Angeles Board of 
Education, told the delegates. 
“At the same time you will build 
a better understanding of adver- 
tising’s place in our economy.” 
Mr. Thelander outlined the pro- 
gram sponsored for Los Angeles 
teachers by the city’s advertising 
clubs and called for similar pro- 
grams in other communities. 
“You will create a wider ac- 
ceptance of the necessity for ad- 
vertising. You will develop better 
knowledge of the work of your 
advertising club,” he declared. 
“You will understand more of 
the problems facing education, and 
you will make a real contribution 
to national understanding and pro- 
gress.” 


Martin Joins NBC Sales 

William J. Martin, formerly 
Philadelphia sales representative 
for Look, has joined the radio net- 
work sales department of National 
Broadcasting Co., New York. 


Grizzard Appoints Calhoon 
Grizzard Advertising, Atlanta, 

has appointed Ward M. Calhoon, 

public relations counselor, its rep- 


state levels—were traced for dele- | resentative in Florida. 


no better | 


receive a $100 U.S. savings bond. 

These rules are printed in the ad 
and also will appear on the back 
of the corn flakes package. 


# A new Kellogg’s corn flakes box, 
to be introduced by the first of 
March, is displayed in the adver- 
tisements. 

Next magazine to be used will be 
Life. In March, the children’s ads 
will be carried in Farm Journal, 
Ladies’ Home Journal, Look and 
Successful Farming. Progressive 
Farmer is scheduled for April. 

Kellogg’s also will feature the 
campaign on a number of its ra- 
dio and TV_ shows, including 
“Space Cadet,” “Wild Bill Hick- 
ok,” “Range Rider” and “Gene 
Autry.” 


McKelvy to Promote 
Seaforth Shave and 
New Presto-Lather 


New York, Jan. 30—A. D. Mc- 
Kelvy Co. will introduce nationally 
in March a new 50¢ Presto-Lather 
shave cream and a 59¢ flask of 


Seaforth shave lotion. 
At the same time, Seaforth Vela- | 


dron Brushless Shave will have 


a new package | 


featured in 
vertising for the | 


new _— products. | 
The  introduc-| 
tory campaign, 


being handled | 
by Morse In- 


cludes half- 
page two-color 
| insertions in 
March issues of 
Argosy, Esquire, 
Life, The Sat- 
urday Evening 
Post, Sports A- 
field, True and 
selected local 
media. 


try into the 
mass market comes after one year 


of market testing. The new shave! 


lotion contains the same quantity 
as the $1 jug. The jug will be re- 
tained however, because test mar- 
keting showed sales increases for 
the jug as a gift item as a result 
of introducing the 59¢ size. 


Kesslinger Gets Account 

Strohmeyer & Arpe Co., New 
York, importer, exporter and pack- 
er of olive oil, olives and canned 
fish, has appointed J. M. Kess- 
linger & Associates, Newark, to 
handle its advertising. A newspa- 
per schedule in key cities has been 
authorized. 


| bought by 


and will also be | : : i 
fe ve i go larly in this category, the commit- 


ternational, in- | 


Seaforth’s en-. 


4 Radio Nets 
Say Set Total 
Ts 105,000,000 


New York, Jan. 31—Radio sets 
in working order in the United 
States as of Jan. 1, 1952, totaled 
more than 105,000,000, according 
to an estimate compiled by a joint 
research committee representing 
American Broadcasting Co., Co- 
lumbia Radio Division, Mutual 
Broadcasting System and National 
Broadcasting Co. 

This figure, which is based on 
data from the best available 
sources, including the Census Bu- 
reau. represents an increase of 9,- 


300,000, or 9.7%, over the 1951 
estimate of 96,000,000 AM re- 
|| ceivers. 


Of this figure, 900,000 sets were 
families which didn’t 
already own a radio. Secondary 
j}and portable sets added 4,000,000 
to the figure and 4,400,000 addi- 
tional radio-equipped cars com- 
plete the 9,300,000 increase. 


8 In tabular form the committee’s 

analysis of the radio ownership 

picture looks like this: 
NUMBER OF — SETS 


jan. 1 Jan 1 
1952 1951 
Radio households . 42,800,000 41,900,000 
Secondary and portable 
sets in homes ...... .000, 30,000 
Radio-equipped cars 23,500,000 19,100. 
ts in institutions. dormi- y 
tories and barracks . 900,000 bd 
Sets in other places 4.100.000 5,000. 


Total . 105,300,000 96.000, 
*Included with sets in other places in 1951. 5 

NBC's representative on th 
committee, Hugh M. Beville a 
research director of that netwogk, 


said the updated figure would 
used as of January, 1952, in ‘else 


e 


projections by the A. C. Niel 
Co. 
The committee arrived at 

42,800,000 radio households fig 

by applying house census of 1 
findings, which showed that 95. 

of U. S. homes had at least ome 
radio, to Sales Management's pre- 
liminary estimate of 44,737, 

| U. S. households as of Jan. 1, 19 
The group pointed out that ot 
studies made locally in variog 
} parts of the country vownersp 


| higher degree of radio owners 
| saturation than 95.6%. 


® The best available local sui 
| were combined and analyzed 

the basis for the secondary And 
| portable set estimate. And particu- 


‘tee feels, it bent over backwards 
to be conservative. 

To get a starting figure on car 
radios, the committee used Crow- 
ell-Collier Publishing Co.’s 1951 
survey as a basic count on the 
|number of o1tcs in service. On the 
| basis of a Dun & Bradstreet study, 

which reported that 64% of this 
country’s passenger cars are ra- 
dio-equipped, it arrived at the esti- 
mate of 23,500,000 car radios in 
working order. 

Comprising the committee, in 
addition to Mr. Beville, are Don 
Coyle of ABC, Edward Reeve of 
CBS, and Henry Poster of MBS. 


Mulligan Joins Garfield 

Mickey Mulligan, formerly on 
the advertising staff of The Em- 
porium, San Francisco department 
store, has joined Sidney Garfield 
& Associates, San Francisco. 


Engraver Names Cronin 

Don Cronin, formerly with the 
San Francisco office of McCann- 
Erickson, has joined Graphic Arts 
Engraving Co., San Francisco, in 
a sales and administrative capacity. 


‘Chronicle’ Appoints Neish 

The San Francisco Chronicle has 
appointed Glenn Neish circulation 
manager, succeeding Charles Con- 
roy. Dave Joachim has been named 
assistant retail advertising man- 
ager. 
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Use One Basic Medium and Stick to It 
Until You Dominate, Baker Tells Admen 


Boston, Jan. 29—An advertising 
plan “should be built around at 
least one medium in which the 
advertiser is dominant,” William 
R. Baker Jr., president of Benton 
& Bowles, told the Advertising 
Club of Boston today. 

“To make advertising work, 
you've got to have a sound basic 
plan and stick to it,” he continued. 
While not objecting to the use of 
more than one medium if the 
budget permits, he contended that 
“if the budget has room for only 
one medium, you can make your 
advertising dollar work best and 
get the most out of every promo- 
tional dollar by being strong in 
that medium. Put aside, by all 
means, the temptation to get into 
a lot of media in a small way,” 
he concluded 


@ In Mr. Baker's opinion, “the af- 
fairs of an agency and its clients 
are so intimately married that the 


two are in business together.” Only 
as partners, he said, can a client 
and its agency be successful and 
can advertising dollars get results. 

With that understanding, the 
first job of advertising strategy, 
he declared, is to appraise mar- 
keting problems, review the profit 
structure of the client, and par- 
ticularly to establish the ad budg- 
et necessary to the account. Next, 
said, the kind of sales mes- 
must be determined, and 
media selection must be 


he 
sages 
then 

made 


@ In advertising, the whole is not 
equal to the sum of its parts, he 
emphasized. “There no surer 
way of diluting and dissipating the 
effectiveness of advertising,” he 
explained, “than by using a little 
radio, a littke newspaper, a little 
television [etc.]...The strongest 
and most lasting series of impacts 
are developed by continuity and 


1s 


repetition,” he declared. “You 
can’t get penetration or recall if 
you scatter your shots ail over the 
lot.” 


Once the basic medium has been | 


chosen, he asserted, other promo- 
tion must be built around it. 
“Stay with that medium until 
you've generated the additional 
profitable sales volume that will 
enable you to go into other me- 
dia,” he advised. 


® Those who ignore these prin- 
ciples, he declared, give ammuni- 
tion to “less sophisticated adver- 
tisers” who complain about waste 
in advertising. “It’s far 
wasteful to spend too little in ad- 
vertising to get the job done—or 
to diffuse it too widely—than it is 
to spend more than you need to 
get results.” 

Mr. Baker also warned against 
frequent changing of advertising 
campaigns. Granting that there is 
no exact knowledge of when “repe- 
tition becomes irritation and the 
point when irritation leads cus- 
tomers to boycott a given product,” 


"1 told you we'd get orders from all over lowa 
if we advertised in the Des Moines Sunday Register!” 


It will open your eyes . . . the ease of tapping this lowa 


land of sales plenty. 


Single-handed the Des Moines Sunday Register scouts 
up sales everywhere in this 3! billion dollar market of 


2'4 million people. It's pref 


erred reading every Sunday 


by more than 500,000 of lowa’s best families—city and 


farm. 
Look at its coverage: In 7 
50% to 100% families buy 


9 out of Iowa's 99 counties, 
by it. In 12 more counties 


coverage is 40% to 49%. Inthe few others, it’s at /east 21%. 
It’s no wonder that only six other Sunday newspapers 
carry as much general advertising linage. Milline rate 


is $1.86. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


more | 


LEARNING ABOUT TV—Denver business 


men and admen are learning about TV 


through KLZ’s monthly television preparation clinics. Here several students talk over 

the medium at the January meeting, which featured officials of Alexander Film Co., 

Colorado Springs. Seated, left to right: Paul Reeves, ad manager, Adolph Coors Co., 

Golden, Colo., brewer; John Kerr, assistant ad manager, Coors; Melba Meehan, Curt 

Freiberger Co., Denver agency, and Early Austin, Al 

to right: Clayton Brace, KLZ TV research director, and Revill Fox, MacGruder-Bake- 
well-Kostka, Denver agency. 


der Film Co. Standing, left 


he noted “the trap we sometimes 
fall into when we assume that our 
audiences are as familiar with a 
campaign as we are and that we 
therefore decide it’s time for a 
change.” 

Turning to institutional adver- 
tising, Mr. Baker pointed out that 
“it is good public relations and 
actually sound sales pressure for 
a company to lend a hand [in 
solving] national stresses and 
strains.” 

“This extra ingredient in adver- 
tising is building good will today,” 
he declared, suggesting that ad- 
vertisers tie in with projects of the 
Advertising Council—‘in some 
cases. ..strengthened by a logical 
plug for projects in the public in- 
terest.”” He conceded that dynamic 
competition in some fields, how- 
ever, makes it unsound te divert 
ads from product pressure. 

By anticipating council cam- 
| paigns, he pointed out, advertisers 
| can schedule tie-ins as part of their 
regular plans. In his opinion, a 
large quantity of hitch-hike men- 
tions have more impact than an 
occasional public service ad, which 
lacks both coverage and frequency. 


| 
| San Francisco Newspapers 
| Raise Out-of-Town Prices 

The San Francisco Chronicle 
and Examiner have raised prices 
of copies delivered more than 50 
miles from the city. The single 
copy price goes from 7¢ to 10¢ 
daily and from 15¢ to 20¢ Sunday. 


Charles Feld Joins C&P 


Charles A. Feld has joined Cecil 
& Presbrey, New York, as asso- 
ciate merchandising director. He 
will specialize in 
the agency’s 
package goods 
accounts. 

Mr. Feld was 
formerly adver- 
tising manager 
of White Rock 
Corp. for two 
years and prior 
to that was with 


Borden Co. for 3 
six years, the 
last three of Charles Feld 


which he was ad- 
vertising manager 
Instant coffee. 


of Borden's 


Northwest and Capital 
Airlines Plan to Merge 


Directors of Northwest Airlines 
and Capital Airlines have voted to 
merge into a 26,000-mile system 
called Northwest-Capital Airlines. 
Approval of the Civil Aeronautics 
Board will be sought immediately. 
Stockholders of both companies 
also have to approve the consolida- 
tion. 


Chicago Art Studios Elects 

The Assn. of Art Studios in Chi- 
cago has elected Lee Blevins, v.p. 
of Kling Studios Inc., president. 
Other officers elected are: Howard 
Guernsey, president of Whitaker- 
Guernsey Studio Inc., v.p., and 
Stanley R. Anderson, president 
of Berlet-Anderson-Marlin Inc., 
treasurer. 


NEWSPAPER MATS IN A HURRY FROM CONGRESS 


You'll get good mats and fast, accurate service from CONGRESS 
because CONGRESS does all its own work. An exclusive CON- 
GRESS process for direct pressure mat moulding produces mats 
with clear-cut depth and sharpness for high fidelity reproduction. 
CONGRESS has a complete numbering and filing system for instant 
reference to any mat. CONGRESS insures your original against fire 
loss. An accurate shipping and mailing service gets your mats to the 
right place at the right time, here or in foreign countries—saves you 
the trouble of meeting closing dates. Next time you need really good 
mats in a hurry, try CONGRESS ELECTROTYPE COMPANY, 1326 East 
Congress, Detroit or 919 N. Michigan, Chicago. 
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2nd of a Series 


SURE THE HERALD TRIBUNE 
IS NEW YORK’S QUALITY MARKET!... 
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ees THIS...the best target any advertising campaign can 


be aimed at...is the quality market! Because the quality market @ 
buys tremendous quantities not only of high-priced and higher- : 
profit items, but also more of the popular-priced merchandise. 

In New York, one newspaper alone IS the quality market— 

the Herald Tribune... a class market that’s mass size! — five billion 
buying-dollars BIG! When you sell this Herald Tribune 

market, you sell profitably! Get all the facts... NOW! 


NEW YORK LEADERS ARE 


— Herald Tribune | 
| 


READERS! 


230 WEST 41st STREET, NEW YORK 18, N. Y. 
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INCOMES |... more than 395,000 
Herald Tribune families have ine —~ 


comes of $5,000.00 and up a year. 


| HOME OWNERSHIP..over 201,000 
| 


Herald Tribune families own their 
own homes; 277,000 of these \ 
| homes have 5 rooms or more! \ 


SECURITY OWNERSHIP... more 
than 395,000 Herald Tribune 
| families own securities; over 


305,000 have safe deposit boxes. 


SAVINGS ACCOUNTS... over 
560,000 Herald Tribune families 
have one or more savings 
accounts! 


; i Statistical Source: Herald Tribune Continuing Nome Study — eniquely complete analysis of a newspaper's audience. Write to Herald Tribune Market Qoenneth Sepeninn for further date, 
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Postal Card Size 
Direct Mail Takes 
l¢ 3rd Class Rate 


WasuincTon, Jan. 30—Postal of- 
ficials made it emphatically clear 
today that direct mail advertisers 
have a right to mail postal card- 
size items at the I¢ third class rate 


Special notice was inserted in 
the postal bulletin (Jan. 24) after 
reports reached Washington that 


postmasters in some communities 
were insisting that the 2¢ postcard 
rate applied unless the mailing 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on-location photos, case histories, stories, 
testimonials and releases. For more in- 
formation write 

Seat ES PHOTO- yo ee 


SERV- 
38 Park Place, Newark J 


piece was larger than the standard 
postcard 

In reiterating the regulations 
governing postal cards, the de- 
partment noted that postmasters 
should not confuse postcards, post- 
al cards and private mailing cards 
with mailing pieces of third class 
matter 


@ “It should be understood,” the 
bulletin notice said, “that cards of 
the same size and weight of paper 
as postcards or private mailing 
cards which do not bear the words 
‘postcard’ or ‘private mailing card’ 
when bearing printed matter, or 
matter produced by some mechani- 


OBLONG PIE—This oblong carton for 
Town Square Foods Inc.'s new frozen 
food product, deep dish apple pie, was 
designed and gravure printed by Shell- 
mar Products Corp., Mount Vernon, O. 


quantities of 20 or more to be ac- 


ceptable as third class. 


United Television Boosts 2 

United Television 
Chicago, has promoted John 
Rohrs, account executive, 
western regional 
He will continue to service 
present accounts. Wynn 


since last August, 
Connors Joins Bob Betts 
has 


been appointed 


cal device such as mimeograph- 
ing or multigraphing, may be ac- til 
cepted as third class mailing 
pieces.” 

The ruling became 
Jan. 1, when the rate for post- 
cards advanced to 2¢. The rate for 
bulk third class remains at 1¢ un- 


significant 


lis¢. 
The 
the 


bulletin 
mailers’ 


writer 


1, when 


it advances to 


notice supporting 
position emphasized 
that mimeographed or multilithed 
material using facsimile of type- 
type must be mailed in 


Advertising, Denver. 


WFNS, Burlington, 
appointed Jack Starnes, 
program director of 
Hickory, 


Programs, 


to mid- 
sales manager. 
his 
Nathan, 
who has been with the company 
has been pro- 
moted to western sales manager. 


John F. Connors, formerly pro- 
motion manager of KLZ, Denver, 
account ex- 
ecutive specializing in radio and 
television accounts for Bob Betts 


WFNS Names Starnes Manager 


N. C., has 
formerly 
WHKY, 
N. C., general manager. 


If you 


I Sell to the Baking Industry 


Yyou have an important part in this Big Issue 


Most Important Issue in 65 Years 
a library-piece—a reference volume for the Industry. 


This big issue will become 
Everything 


in it—the historical chapters—the advertising pages—will have 


3 Big Features in I Big Issue... 


1 HISTORY OF THE BAKING INDUSTRY 


significant value now and for many years to come. Your advertise- 
: ment will enjoy long life, and will sell for you for a long, long time. 


This issue will portray the growth of 


the Baking Industry in the past 65 years. It will be a complete encyclopedia 
treating each important industry segment in separate chapters (see outline at 
right). It will emphasize the future and what it might hold for the Industry. 
This issue will re-sell anew the unalterable fact that today Baking is BIG 


Business—with an annual production value of over 4 billion dollars. 


2 OUR 65TH ANNIVERSARY 


In this issue we will trace for our readers the 


development of this giant industry. Major industry controversies will be 


recorded—important mergers—a chronological history of events—a tribute to 
the men who have helped the industry grow—plus many other special features. 


3 WHY WE ARE CHANGING OUR NAME 


— 
ie 


When BAKERS’ HELPER was 


founded in 1887, practically every bakery was a single unit with one employee 


—the owner. 


FINAL 
CLOSING 


giant industry. 


sales message. 


CLISSOLD PUBLISHING COMPANY 


105 WEST ADAMS STREET «+ 


a big stake in this issue. 
portant to bakers as the other historical data. 
tremendous industry impact. 
Write for the helpful folder suggesting copy-themes for 


= 
== 
SS) 
— 


Manufacturers of machinery, supplies and ingredients have 


your progress-story to the Baking Industry. 


CHICAGO 3, ILLINOIS 


SINCE 1887 


It will guarantee extra long life for your 


Hence the name BAKERS’ HELPER. The magazine was de- 
signed to be the sole helper of these one-man bakeries. Times changed. Gradu- 
ally Baking became BIG Business—mass production, huge enterprises, new 
merchandising-minded retailers. BAKERS’ HELPER changed, too, in every- 
thing but name. Each issue has something of value to all classes of bakeries— 
to help bakers with sales, production and management problems. Therefore, 
to more fully describe our editorial scope and coverage, BAKERS’ HELPER 
becomes BAKING INDUSTRY Magazine with the April 12, 1952 issue. 


Es 


WHY YOU SHOULD ADVERTISE IN THIS BIG ISSUE... . 


The allied industries have played a tremendous role in the growth of this 


Your Company's progress-story is just as im- 


The entire issue will have 


APRIL 12.1052 


Bakers 
= Welper 


onc eer 


OP ay ~~ 


12 Historical Chapters written by 
Leaders in the Baking Industry 


BAKING MACHINERY AND EQUIPMENT—Past. 
present and future. Describing application of me- 
chanical methods and what future holds. 


DISTRIBUTION—Review of past distribution methods 
and prediction for the future. 


ENGINEERING AND ARCHITECTURE—Interesting and 
useful facts about baking plants of yesterday and 
tomorrow. 


EMPLOYEE TRAINING—The tremendous training 
programs of the Baking Industry written by a man 
of wide experience. 


TRADE UNIONS—Their important role in past and 
future of Baking Industry, by a qualified union leader. 


LABORATORY RESEARCH—How it has benefited In- 
dustry—makes good reading and better baking. 


GOVERNMENT AND INDUSTRY—Delves into this 
all-important history and throws light on sign posts 
which are appearing. 


ADVERTISING—Presentation of advertising used by 
bakers in past . . . plus the new cycle of advertising 
to come. 


BAKERY PRODUCTS CONSUMPTION—Carefully cal- 
culated brand sales in the future, by an outstanding 
authority. 


MARKETING IN AMERICA, 1910 to 1980. The 
changes of the past 40 years and future trend of 
food distribution systems. 


EARLY HISTORY OF BAKING—Doeals with baking in 
Medieval times, Greek, Egyptian, Roman and Early 
American peridds. 


STATISTICS OF THE BAKING INDUSTRY—Graphs. 
charts, tables covering Census figures since start of 
Census records. 


PLUS—Many other special historical features. 


In addition this panoramic issue 
will emphasize the future and what it 
holds for the Baking Industry. Today, Bak- 
ing is BIG Business. It buys 50 kinds of 
food ingredients; $2,000,000,000 in raw 
materials, parts, containers, supplies; 
$200,000,000 in motor trucks and acces- 
sories; $80,000,000 in bakery machinery. 
That all adds up to an annual production 
value of over 4 billion dollars. 


Baking is BIG Business 


Advertising Age, February 4, 1952 


35,000 People Work 
in Public Relations, 
O’Brien Estimates 


Cuicaco, Feb. 1—The practice 
of public relations, a profession 
still in its infancy, had grown in 
1951 to the point where an esti- 
mated 35,000 persons were en- 
gaged in it full time, according to 
Dale O’Brien, in an article to ap- 
pear in the 1952 “Britannica Book 
of the Year.” 

Mr. O’Brien, partner in the 
Howard G. Mayer & Dale O’Brien 
public relations organization of 
Chicago and Los Angeles, points 
out that, of these 35,000 persons, 
about 6,500 were employes of the 
federal government, 3,500 were 
employed by public relations 
counseling firms, and about 25,000 
were on the public relations pay- 
rolls of business, industrial, edu- 
cational, charitable and other in- 
stitutional organizations, and of 
state and municipal governments. 


® He indicates that there are “at 
least 750 public relations counsel- 
ing firms, the great majority of 
them headquartered in New York,” 
in the U. S., and that this is about 
double the number that were in 
business five years ago. The larger 
of these had staffs ranging from 
15 to more than 200 people. 
Surveys of public relations 
trends in industry (attributed to 
Opinion Research Corp. and Public 
Relations Society of America) dis- 
close the following, Mr. O’Brien 
writes, about business concerns 
with assets of $5,000,000 or more: 
“Sixty companies out of 100 in 
a representative sample covering 
utilities and communications, 
trade, transportation and manu- 
facturing had public relations de- 
partments. The department was 
headed by a v.p. in one company 
in five. About 70% of the persons 
in charge of public relations for 
their companies reported directly 
to the president or the chairman of 
the board. Size of public relations 
staffs varied from one person to 
200, with a department of 10 to 
15 persons being about average. 
Approximately one-third of the 
companies surveyed reported an 
increase in staff during the year. 


@ “The surveys further disclosed 
that 82% of the chief executives 
of corporations were taking an 
active part in the public relations 
efforts of their companies and that 
one-third of these officers were 
giving more time to public rela- 
tions activities than they did five 
years before.” 

Other figures reported by the 
surveys and illustrating the in- 
creasing use of various tools of 
public relations included the fol- 
lowing: 

“Employe publications were be- 
ing produced by 76% of the com- 


| panies in 1951 as against 57% in 


| 1947. 


About 74% of the companies 
were sending regular letters to 
employes in 1951, whereas only 
28% were using this communica- 


tions device five years previously. 


8 “In 1951, 79% of the large com- 
panies invited people in the com- 
munity to visit their plants and 
learn about the companies at first 
hand. In 1948, only 26% of large 
companies had adopted this prac- 
tice.” 

Marked uptrends were also 
shown, according to Mr. O’Brien, 
in the use of newer public rela- 
tions tools, such as comics books 
containing general company and 
economic information; educational 
motion pictures; economics courses 
for the employe and opinion sur- 
veys. 

Perhaps one of the most signi- 
ficant findings of the surveys 
made was that at least 70 U.S. 
colleges and universities are offer- 
ing courses in public relations and 
six are granting a bachelor’s de- 
| gree in the field. 
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we tealitn art 


In Chicago, it takes 2— 


to get your sfory across 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MosT net unduplicated coverage, one of your two MUST 
‘be The Chicago SUN-TIMEs! 


* See your copy of the independent Publication Research Service study, “Chicago Daily 


Newspaper Coverage and Duplication, 1951,” or write us for details. 


ne) CHICAGO 


es UN-TIMES 


aa WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) 
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New Orleans Admen Elect 
Larry Guerin, manager of pub- 


lic relations and advertising for 
Lykes Bros. Steamship Co., has 
been elected president of the Ad- 
vertising Club of New Orleans 
Other officers elected are: Herbert 
Kenny, v.p. of Maison Blanche 
Co., v.p.; Mrs. Hazel Brown, Fitz- 


gerald Advertising, secretary, and 
Miss Margot Buvant, secretary, 
treasurer and space buyer for 
Stone-Stevens, treasurer. 


Full color at low cost 


TO SHOW MERCHANDISE, 
PROMOTE DISPLAYS, ETC. 


Use true-to-life Perfex full color 


reproductions to spotlight your 


merchandising, sell your promotional 
materials. Ideal for sales manuals, 
purtfalius, merchandising mailers. 
Practical even Jor small quantities! 

Representatives in principal cities, Write 


PERFEX COLOR PROCESS 
714 South Third St., Milwaukee 4, Wis. 


Fowler Predicts 
Big Pulp, Paper 
Expansion by ‘55 


MonTreAL, Jan. 29—New cap- 
ital investment in pulp and paper 
facilities is likely to exceed $600,- 
000,000 by 1955. In dollar terms 
this would be 70% greater than 
the growth in 1946-1950 and in 
volume terms 35% greater than 
that of the first five years after 
| World War II 
| This prediction was made by R. 
M. Fowler, president of Canadian 
Pulp & Paper Assn., at the organi- 
zation’s annual meeting here. As 
| whether this growth will be 
sound or will produce over-ex- 
pansion, Mr. Fowler said, “no one 
can guarantee the answer.” 


to 


@® Canadian newsprint production 
in 1951 exceeded 5,500,000 tons, 
an increase of more than 4% over 
1950, Mr. Fowler reported. Ship- 
ments in Canada were about 360,- 
000 tons, compared with 355,000 


tons in 1950. Shipments to the U. S. 
were 4,790,000 tons against 4,748,- 
000 tons in 1950. 

Commenting on the shortage of 
sulphur that existed in 1950, Mr. 
Fowler said that research con- 
ducted by the technical section of 
the association had made it pos- 
sible in 1951 to reduce the quan- 
tity of sulphur in pulp production 
by 742%, and it is hoped that a 
further reduction will be achieved. | 
He warned, however, that it will | 
be necessary for the industry to 
conserve sulphur for some time to 
come. 


ABC Launches Ad Campaign 


American Broadcasting Co. has 
launched a three-week advertising 
campaign for its daytime dramatic 
radio programs. Spot radio and 
newspaper insertions in the cities | 
where ABC's five owned radio sta- | 
tions operate have been planned. 


Cary Resigns Partnership 
Harvey L. Cary has resigned his 

partnership with Rollman, Cary 

& Rittenhouse, Cincinnati agency. 


|Your FBI” 
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N. Y. State Investigates Equitable Life's 
Placing Advertising Via President's Son 


(Continued from Page 1) 
with arrangements made by Equi- 
table’s President Thomas I. Park- 
inson with his son, Courtney V. 


Parkinson, in placing the com- 
pany’s newspaper and magazine 
advertising. 


According to published reports, 
the younger Parkinson, in 1949, at 
the age of 23, incorporated C. V. 
Parkinson Associates. Shortly 
thereafter, Equitable switched a 
portion of its advertising account 
from J. Walter Thompson Co., the 
previous agency, to the Parkinson 
agency. 

Warwick & Legler has been 
handling Equitable’s radio and 
business paper advertising for the 
past eight years. The insurance 
company has sponsored “This Is 
over the American 
Broadcasting Co. network since 
April, 1945, through W&L. 

From the time it acquired the 


From start 


to finish... 


P/A sells all the way! 


Selection of building products begins when men 


in architectural organizations first create the mental 
image of the project. 


Instantly, this mental picture 


selects or rejects building products by types. 


Your type and brand of products must be sold before 


architectural creation begins...and selling should 
continue until final specifications are written. 
Progressive Architecture sells your products 

all the way...to the world’s largest architectural 
audience. To put your products in tomorrow’s 


buildings, put your product story before architeam 


members today...in 


P/A. 


Fort Hamilton VA Hospital, Brooklyn, N. Y. 
Skidmore, Owings & Merrill, Architects- 
Engineers and U. S. Corps of Engineers 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO ¢ CLEVELAND * SAN FRANCISCO ¢ LOS ANGELES 


P/A, READ BY ALL MEMBERS OF THE ARCHITEAM. SELLS ALL THE WAY TO THE LARGEST ARCHITECTURAL AUDIENCE IN THE WORLD 


account in 1949 until August of 
last year, the Parkinson agency 
allegedly billed approximately $1,- 
500,000 for Equitable. At 15%, 
commissions for the agency would 
be $225,000. 

While with JWT, Equitable re- 
portedly billed about $100,000 in 
print a year. The insurance com- 
pany cancelled its account with 
Parkinson Associates in August, 
1951, while the state examination 
was in progress. No responsible 
source was available at Equi- 
table offices who could clarify the 
current status of the company’s 
newspaper and magazine adver- 
tising. Repeated phone calls found 
Advertising Manager Leslie R. 
Shope “not in.” No one else seemed 
to know who is handling news- 
paper and magazine copy. 

It is known that Equitable is 
now placing classified advertising 
with newspapers for its Fordham 
Hill housing project, direct. 


@ Telephone calls to Equitable’s 
former agency found Courtney 
Parkinson, listed as account su- 
pervisor, “out of town till Mon- 
day.” However, V.P. Myrtle Lane 
j}told AA that the agency has be- 
| tween 50 and 60 accounts in the 
real estate, construction and al- 
lied fields, many of them in the 
Long Island area. 

She would not give the agency’s 
1951 billings other than to say that 
they were under $1,000,000. The 
agency currently employs eight 
| people, she said. 

Publishers Information Bureau 
lists Equitable’s general and farm 
magazine expenditures for the last 
four years as follows: 


1948 . $ 10,615 
1949 : 42,670 
| 1950 201,544 
1951 43,410 


} 

| 

| @ Equitable’s newspaper billings 
|in national advertising, according 
to the Bureau of Advertising, are: 


| 1948 $ 42,877 
1949 144,416 
| 1950 84,738 


This does not include advertis- 
ing for Equitable’s Fordham Hill 
project for which Parkinson Asso- 
ciates reportedly billed $165,000 
in 1950. 

Parts of the state examination 
j}are now in the hands of former 
judge William F. Mertens for “re- 
valuation.”” Mr. Mertens did not 
know how long it would take to 
complete his study. 

The state insurance department 
will have no further comment un- 
til the investigation is complete. 
An Equitable official has said there 
will be no comment “until we 
learn of the full nature of any 
charges against us.” 


NBC Realigns Hollywood TV 
National Broadcasting Co. has 
| realigned its television operations 
in Hollywood, shifting some of the 
facilities of its owned-and-oper- 
ated KNBH to the network. In line 
with these changes it has made the 
following appointments from the 
KNBH staff: Robert Clark has 
been appointed manager of tele- 
vision technical operations; How- 
ard Johnson has been named man- 
| ager of staging services, and Carol 
' Ewing has been appointed business 
manager in Hollywood. 


Waltham Uses Jobbers Again 
Waltham Watch Co., Waltham, 
Mass., has reinstituted jobber dis- 
tribution after selling direct to 
retailers since 1945. The company 
said that the direct selling system 
resulted in inventory surplus and 
subsequent bankruptcy. Since the 
end of World War II, Waltham has 
had a stormy financial history, 
having had to reorganize twice 
(AA, Feb. 21, '49, Aug. 21, 50). 


Edward to Buchanan-Thomas 

Gene Edward, formerly assistant 
production manager of WOW, 
,; Omaha, has joined the radio-TV 
' department of Buchanan-Thomas, 
Omaha. 
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Ranking of Total Investment 
National Medium by Advertisers 
Media (Jan.-Dec., 1951) 


[LIFE $91,519,576 is 
aot | CBS-Radio 68,784,773 : 
3rd Saturday Evening Post 66,676,911 

4» | NBC-TV 59,171,452 ne 
5 | NBC-Radio 54,324,017 
6th CBS-TV 42,470,844 
7th ABC-Radio 33,708,846 
8th Time 29,950,738 
gth Ladies’ Home Journal 22,318,862 . 
10¢ Better Homes & Gardens | 21,937,270 


SSS RT LTE SR 


SA ST ST 
x 


The next ten national media rank as follows ... 11th: This Week, $20,604,862— 12th: Look, 
$19,946,982—13th: Collier’s, $18,835,923—14th: ABC.TV, $18,585,911—15th: Mutual-Radio, 
$17,900,958—16th: Good Housekeeping, $15,722,977—17th: Newsweek, $12,597,516—18th: 
American Weekly, $12,513,279—19th: Woman’s Home Companion, $12,410,419—20th: McCall’s, | 


$11,446,186. 
Source—Publishers’ Information Bureau (gross figures). : 
Radio and Television figures are for network time only. t 


FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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Point of Purchase 
Institute to Draw 
10,000, Says Gould 


New York, Jan. 30—Sixty de- 
Signers and manufacturers of 
point of sale displays will show 
their newest products at the three- 
day exhibit and sixth annual sym- 
posium sponsored by Point of Pur- 
chasing Advertising Institute, April 
1-3 at the Waldorf-Astoria. 

J. Kingsley Gould, executive di- 
rector of the institute, said an esti- 
mated attendance of 10,000 is ex- 
pected at the exhibit, and 1,200 
advertising and sales executives 
are expected to attend the annual 
symposium luncheon on April 2 in 
the Waldorf-Astoria ballroom 


® The exhibit is being planned to 
show the latest sales-building de- 
vices now being used by national 
advertisers at the retail level, and 
will include displays of lithogra- 
phy, metal, plastics, plywood, 
etched glass, plexiglass, self-ad- 


IMPORTANT 
YANNOUNCEMENT 


ATTENTION 


ADVERTISING AGENCIES 
-— EXECUTIVES. AND 
ADVERTISING SALESMEN 


We have a number of 
radio and T.V. Stations 
for sale from coast to 
coast — 


Many of these radio 
stations have T.V. ap- 
plications which are 
subject to action in the 
near future — Prices 
range from $20,000 to 
$2,000,000. 


For Full Particulars 


. write: 
me 6 Harvey Malott Co. 


; Harvey Malott Pres. 

ba Bill Marriott V.P. 

237 Madison Ave. 

New York, N.Y. 

Phone 

. Murray Hill 6-0300 

Phone | 
Murray Hill 5-6039 


hesive signs and shelf-strip tapes. 

The symposium program is be- 
ing planned to have speakers tell 
of experiences of national adver- 
tisers in increasing sales volume 
through successful use of store pro- 
motions and store displays as the 
final link in the over-all adver- 
tising program. 


Gerdts Joins Four A’‘s 

H. J. Gerdts Co., New York, has 
been elected to membership in the 
American Assn. of Advertising 
Agencies. 


WGBS Appoints Babcock 
Miller N. (Slim) Babcock, sales 
manager of WGBS, Miami, since 
1945, has been promoted to man- 
aging director of the Fort Indus- 
try Co. station. He succeeds Stan- 
ton P. Kettler, who last July was 
advanced to southern district V.p. 


Gray Elected Adclub V. P. 
Robert M. Gray, advertising and 
sales promotion manager of Esso 
Standard Oil Co., has been elected 
v.p. of the Advertising Club of 
New York, succeeding Frederic 
Schneller, who has resigned. 


Keenan Changes Name 

Keenan & Eickelberg, San Fran- 
cisco and Los Angeles, station rep- 
resentative, has changed its cor- 
porate name to Keenan, Hunter & 
Dietrich. W. Hubbard Keenan is 
president, George G. Dietrich Jr., 
v.p., and Maxwell J. Hunter sec- 
retary-treasurer of the agency. 


Fred Noz Joins B.Y.D. Co. 
Fred Noz, formerly sales man- 


ager of Oxwall Tool Co., has been 
appointed yv.p. and assistant to the 


| president of B.V.D. Co., New York. 


Farrell Appoints Marshad 
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Flamingo Buys Telecast 

Leigh Foods Inc., New York, is 
sponsoring “Time for Beany” 
three times weekly over WCBS- 
TV, New York. The 15-minute 
puppet film serial is syndicated by 
Paramount’s KTLA, Los Angeles. 
Time for Flamingo frozen orange 
juice was bought direct. 


Jack Marshad, formerly with 
Flying, has been appointed art di- 
rector of Farrell Publishing Corp., 
New York. 


“RURAL WOMEN ARE 
RESPONSIVE TO 


GENTLEMAN'S HOME 
OUT BEAUTY TREATMEN 


SPARK BEAUTY 
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Barndollar to Match Corp. 


John W. Barndollar, formerly 
an account executive with Badger 
and Browning & Parcher, Boston, 
and later New England division 
manager for Cappel-MacDonald & 
Co., has joined the New England 
sales and advertising staff of Uni- 
versal Match Corp., Boston. 


Leon Co. Elects Ryan V. P. 

S. R. Leon Co., New York, has 
elected Edward C. Ryan Jr., senior 
account executive with the agency 
a number of years, executive v.p. 


Kuhn Adds Two Accounts 
Randolph T. Kuhn Advertising, 
Portland, Ore., has been appointed 
to direct advertising for Zehring 
Chemical Co., Portland (previous- 
ly handled by Mac Wilkins, Cole 
& Weber, Portland), and L. D. 
Heater Music Co., Portland. 


Servel Promotes Nensel 
Servel Inc., Evansville, Ind., has 


promoted Emil P. Nensel, assist- | 


ant manager of the appliance serv- 
ice department, to sales manager 
of the water heater division. 


Seelig Adds Blanke-Baer 

Seelig & Co., St. Louis, has been 
appointed to handle advertising 
for Blanke-Baer Extract & Pre- 
serving Co., St. Louis, maker of 
Win-You jellies, preserves and pie 
fillings. 


WIJBK Promotes MaclInnie 

WJBK and WJBK-TV, Detroit, 
has promoted Patricia MaclInnie, 
with the television operations de- 
partment for the past two years, 
to director of promotion and pub- 
licity. 


Boston Filter Names Agency 
Boston Filter Co., Charlestown, 
Mass., has appointed Chambers & 
Wiswell, Boston, to direct sales| 
and advertising promotions for its) 
rental and sales business on water} 
coolers, room coolers, humidifiers | 
and air conditioning service. | 
| 


‘Traveler’ Names Duane 

Ward H. Duane, formerly with 
the New York Sun, has been ap- 
pointed advertising director of the 
New York edition of Traveler, 
guest relations magazine. 


“Preference for home permanent waves is 
very great in small towns and on farms,” 
says Mr. Harris. ‘The rural market is excep- 
tionally responsive to our all-out promotion of 


Toni Home Permanents. 


‘We have spearheaded our campaigns in 
rural magazines such as Country Gentleman. 
It speaks the farm woman’s own language 
and reflects her own interests. This gives our 


advertising more power, even though it is 


the same copy we use 


in other magazines.” 


EXCEPTIONALLY 
TONI PROMOTIONS’ 


—R. N. W. HARRIS, preswenr 


THE TONI HOME PERMANENT COMPANY 


In Rural America, one out of every 3 retail dollars is spent 
... for cosmetics, foods, appliances, textiles, transportation . . . 
every product for better living. 


1. DEALERS in all major lines say: “Country Gentleman 
helps me most to sell my best rural customers.” 


2. BUSINESS places more advertising in Country Gentleman 
than in any other farm magazine. 


3. FAMILIES in 2,300,000 homes spend more time reading 
Country Gentleman, use it more and like it better. 


Here are three facts that 
may well lead to doubling 
the effectiveness of your 
advertising to business- 
men... 


FACT NO. 1—Within a 500- 
mile radius of New York 


are the richest, busiest 


counties in the country... 
containing more than half 
of allU.S. manufacturing. 


FACT NO. 2— Most maga- 
zines read by businessmen 
put 40-odd percent of their 
circulation in this area. 


FACT NO. 3—The REVIEW 
OF THE WEEK, the news- 
review you get every Sun- 
day with The New York 
Times, packs more than 
90 per cent of its cover- 
age into this industrial 
supermarket. 


Write, wire or phone for 
all the facts right away. 


The New York Times 


REVIEW 
OF THE 


WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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What's Become of the Service Concept? 

In our, alas, long since departed youth, we remember hearing a good 
many speeches and reading a good many pepper-upper articles built 
around the general theme of Service. 

The way to sell was to serve, we were told; and so was every one 
else. America, one gathered, was a unique place in which every indi- 

ual above the grade of low class moron spent all his waking mo- 

nts trying to figure out ways to be of greater service to other peo- 
ple. and particularly to other people who might be served by being 
MMduced to exchange the money in their pocketbooks for something we 
had to sell. 

The service concept got so wrapped up in sticky treacle after a 
While that it became a positive bore to listen to the stuff, with the 
résult that the inevitable reaction came along. Service went out of 

le, aided by shortages, by a two-jobs-for-every-worker 
ha and the developing concept that anyone who did anything he 
@igin’t absolutely have to do was a sucker. 

In the good old days, a customer was something to be cherished, 

2: treated gently and respectfully; in short, to be given Service. 


by war, 


t those days are gone forever, apparently. In one of those strange 


s$@mantic mumbo-jumbos in which we so frequently become ensnared, 
“service” which in many cases 
Me—ans no service. 

We are not talking about supermarkets, either. We are talking about 
all those millions of jobs in which some one is supposed to supply 
S@vice to some one else, and in which the very idea of providing ser- 
vice seems to have been discarded as though “service” and “servility” 
Were interchangeable, and both were un-American. 

"We are talking about the traffic cop who has taken a special six- 
month course in snarling at the people he is supposed to serve. We 
are talking about the bus driver who considers it a personal affront 
to have anyone ask him where his bus goes. We are talking about the 
switchboard operator who resents your interfering with her conversa- 
tion with Mamie. And most certainly we are talking about the retail 
clerk who dares you to get him to sell you something, or even to make 


has been replaced by “self service, 


him take notice of you 

Gosh, it would be fun to hear some spellbinder giving out in a clear, 
high voice about the rewards of service, to an audience of bright and 
eager faces who were lapping the stuff up! Do you suppose it will 


ever happen again? 


An Economist Hits the Ball 


Perhaps the thing we like best about “The Unseemly Economics of 
Opulence,” reprinted in the feature section of this week's ADVERTISING 
Aas, is that it is the first evidence we have run across of an honest- 
to-goedness economist agreeing with some of the things we have been 
saying for a number of years. 

The essay to which we refer originally appeared in Harper's Mag- 
azine. It comprises one chapter of a book about to be published 
by Houghton, Mifflin: “American Capitalism, The Concept of Coun- 
tervailing Power,” by Prof. J. K. Galbraith. 

We haven't read the book yet, so we can't tell you whether we 
agree with everything Prof. Galbraith has to say, but it is refreshing, 
we believe, to find an economist recognizing that what is true in an 
economy of scarcity—and what has been considered gospel by most 
economists throughout the ages-——does not necessarily have complete 
validity in the kind of economy which has emerged in these United 
States 

Some readers will instinctively reject Prof. Galbraith’s contention 
that there isn’t too much sense to some sales and advertising effort, but 
that this country is wealthy enough so that it really doesn’t make too 
much difference. But every reader will find food for thought in the 
spelling out of this new viewpoint. 


—This Week Magazine 


| 


What They're Saying 


| Business and Government 
The first and simplest measure 
to be taken is for the business men 
,to stop treating the government 
|like a huge, terrifying, hostile 
| power. In the vast majority of 
| cases the difficulties that business 
men experience in dealing with the 
| government result solely from the 
government’s cumbersomeness and 
the business men’s total ignorance 
| of government procedures. And the 
great majority of influence traders 
| possess no real influence whatever; 
| they just know enough about the 
| government to make the cumber- 
some machinery revolve with rea- 
sonable smoothness. 

This is a job the business men 
| themselves could do, if American 
'corporations formed the habit of 
| assigning executives to Washington 
| to study their problems with the 
| government as they might study 
|a plant layout or a sales territory. 

If this practice grew up, the influ- 
| ence trade would suffer a mortal 

blow, and much of the psychosis 

that marks the business attitude 
toward government would be ra- 
pidly dispelled. 


—Joseph Alsop, 
newspaper column Dec. 2, 


Soft Answer? 

As a general thing, the Atlantic 
tries to answer every letter it re- 
| ceives... 

But a different problem is posed 
by what could be loosely called 
The Insulting Letter—a_ conse- 
quence of something that the At- 
lantic did, or didn’t, in brazen con- 
travention of what the letter writ- 
er (up to this point a stranger to 
|us) expected from us. The Insult- 
ing Letter is infrequent but a great 
nuisance when it does arrive. It 
tis confidently composed, and its 
author seems to have great re- 
gard for his own reasoning and 
diagnosis; its technique is mainly 
a variant of the have-you-stopped- 
beating-your-wife? approach. The 
author, artfully blending facts (or 
non-facts) with his opinions, sim- 
ply boxes us in and turns the key 
on us. Answer me if you can—or 
dare, is his challenge, skulking 
hypocrites that you are, etc., etc. 

The weaknesses of its author are 
easily inferred from an Insulting 
Letter, and such correspondents 
have many qualities in common, 
regardless of the issue involved: 
they are self-righteous, garrulous, 
ignorant, domineering, and ego- 
centric; they have already shown 
the original Insulting Letter to all 
who would bear with them, for 


| 
| 
| 


in his syndicated 
1951. 


there’s no fun in dragon-slaying | 


without an audience, and they 
have kept carbons to show after 
the letter has been mailed. All 
they are now awaiting is our piti- 
fully inadequate reply, so that they 
can pass it around with unilateral 
comments. I incline to believe that 
the relatives and friends of these 
letter writers are thus the inno- 
cent cause of much vituperative 
writing. It seems to me, therefore, 
that the humane and at the same 
time practical answer, from our 
end, ought to be a reply that no 
recipient in his right mind would 
show to anyone; it should yield 
no ground, it should be short, and 
without libeling him it should 
raise the broad question of his 
sanity. The standard letter which 
we have worked out for this pur- 
pose is as follows: 
Dear Mr. Blank: 

We have your letter of.. 
(date) but we see no pur- 
pose in discussing the confu- 
sion of ideas to which you 
appear to have committed 
yourself. 

Very truly yours, 
We've only used it twice, but it 
worked beautifully. Not another 
yip from either complainant. 


—Charles W. Morton, “The At- 
lantic Bulletin.” 


in 


Memo on a Trade Exhibit 

Recently I attended a regional 
AIA convention at which there 
was a large display of building 
materials and equipment. For the 
most part, the displays were un- 
attractive, confused, and gave very 
little real assistance to the objects 
to be promoted. It was quite ob- 
vious that the architectural pro- 
fession which was to be sold on 
the items displayed had not been 
called in to help design the show 
in whole or in part. The result 
was a hash without substance. I 
watched the conferees wander 
aimlessly around, pick up a few 
of the free souvenirs, look with 
interest at the occasional cheese- 
cake, which was always chosen 
carefully with a practised eye for 
form and design—and then hurry 
off to the bar. While cheesecake 
may help in selling a few feet of 
wallboard in the magazine ads, 
there is seldom a bar handy to 
retreat to when confronted with 
the usual magazine show. I must 
admit that at the convention the 
display of architects’ work was 
no better handled than the other. 
This, however, does not justify 
bad merchandising. 

—Carl Feiss, columnist of Progressive 

Architecture, in the February issue. 


Advertising Age, February 4, 1952 


Rough Proofs 


Fifty years ago some people in- 
sisted the automobile could never 
take the place of the horse, and 
today there are a few hamburger 
manufacturers who think they can 
prove it. 

. 

Robert W. Galvin looks forward 
to the day when “Compact port- 
able television sets, powered with 
their own source of atomic 
energy,”’ will provide three-di- 
mension pictures. 

Ca-a-all for Captain Video! 

@ 

Richard Lockman, Bourjois ad- 
man, may have started a popular 
trend when he flew a beautiful 
gal to la belle France so he could 
get her picture posing with him 
and the appropriate background 
for an “Evening in Paris” ad. 

. 

H. K. McCann, paraphrasing the 
late E. W. Scripps, says, “One of 
the most sublime things in the 
world is plain truth.” 

Maybe because it’s so hard to 
find. 

= 

“Your wife or one of the kids 
comes out to the field at 10 o’clock 
with a thermos of coffee and some 
sandwiches. Same thing in the 
afternoon,” says Wallaces’ Farmer, 
reporting the jolly life of the lowa 
agriculturist. 

But chances are 
the sandwiches. 

os 

Stanley Marcus says he doesn’t 
believe an advertiser should be 
penalized editorially by newspa- 
pers just because he is an adver- 
tiser. 

Some editors don't care a thing 
about money or jobs. 

+ 

Martin Gumpert rather 
testily, that “the worship of youth 
by most media such as advertising, 
publications and motion pictures is 
becoming rather ridiculous in view 
of changing population figures.” 

The changing figures of the ag- 
ing population fail to inspire the 
art directors. 


the kids eat 


says, 


. 

A public relations man always 
on the go admits in a classified ad 
that he is looking for a “perma- 
nent address Pacific Coast or Mid- 
west.” 

He's got those get-up-early, stay- 
up-late traveling man blues. 

* 

Ned Jordan’s fact-packed saga 
of the creation of “Somewhere 
West of Laramie” gets it on the 
record that an ad written so well 
it became a classic also sold an 
awful lot of automobiles. 

“Sales clerks,” asserts Maxwell 
Schultz, “have settled down to the 
status of mere change-makers and 
order-takers.” 

They’re the sales promotion de- 
partment of self-service and vend- 
ing machines. 

° 

“Advertising media,” advises 
Paul West, “are likely to hang 
separately if they don’t hang to- 
gether.” 

He means it isn’t good policy 
for competitors to carry horse- 
shoes in their boxing gloves. 

e 

N. W. Ayer & Son now has four 
new vice-presidents in its Phila- 
delphia office. Even Alben Bark- 
ley can’t tarnish the shine on the 
title of veep. 

Copy Cus. 
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IN PHILADELPHIA, THE NATION’S 
3rd MARKET, INDUSTRY IS STILL 


| 


| SHARP & DOHME’S NEW SYNTHETIC 
| CHEMICALS PLANT IS PART OF THEIR 
$10,000,000 EXPANSION PLAN 


| In addition to this new plant to provide 

basic ingredients for many of Sharp & Dohme’s 
pharmaceutical products, company expansion 
includes a large, modern waste treatment 


THE INQUIRER, PHILADELPHIA’S 
LEADING NEWSPAPER, GROWS 
RIGHT ALONG WITH THE CITY 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


mg | 
| 


ia: 7 


BASIC INDUSTRIES IN THE 
BIG PHILADELPHIA AREA 


a. = 
> pee ro ai | § 5} & 4 


plant, new $4,000,000 research laboratories ARE EXPANDING AT A RAPID RATE 
and the recently completed plasma processing a 
laboratories . . . the world’s largest! ‘5 — 


THE INQUIRER IS GAINING, TOO—THE 
ONLY PHILADELPHIA NEWSPAPER TO 
SHOW A GAIN IN 1951! 


With an increase of 870,000 lines in 1951, 
THE INQUIRER stretched its lead over Phil- 
adelphia’s second newspaper to 6,700,000 
lines...reached a total advertising linage of 
36,890,000 in 1951. Today, THE INQUIRER 
leads in TOTAL, NATIONAL, RETAIL, 
DEPARTMENT STORE and CLASSIFIED 
advertising ! 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St. San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Perand Appoints Wright 

Perand Products Inc., Chicago, 
manufacturer of Hep Magic string 
ball toy, has appointed Robert E. 
Wright, formerly a sales manage- 
ment consultant, v.p. and director 
of sales 


Thomas Joins Pendray & Co. 

Frank P. Thomas, formerly with 
Cari Bvyoir & Associates, has joined 
Pendray & Co., New York public 
relations organization. 


CATCHING EYES 


is whot Eye*Catchers 

4 _ © photos or mats do for 
s _ adv. or editoriols of very 

- little cost. SINGLE prints 

ot - money-saving subscrip- 


hn tien. FREE Proofbook No 
| evelleble NOW. 
EVE*CATCHERS, Inc. 
207 €. 37 St., WY. City 16 


‘Wattle Corp. of America Will Try to Sell 


100,000,000 Frozen 1-Minute Wattles in ‘52 


PHILADELPHIA, Jan. 29—The 
Waffle Corp. of America, which 
was organized in the summer of 
1950, will spend $500,000 in 1952 
in an attempt to sell an estimated 
100,000,000 Downyflake Frozen 
1-Minute waffles 

Two weeks ago the company ex- 
panded its distribution to the West 
Coast and all of New York state, 
thus covering évery key market in 
the nation. In 1951, some 50,000,- 
000 of the frozen waffles were sold 
in the country. 

The plan to double sales this 
year will be accompanied by a 
stepped-up advertising program, 
according to J. M. Korn & Co., 


Philadelphia agency which has 
handled the account from the 
start. President J. M. Korn an- 
nounced that the program will in- 
clude trade journals in the frozen 
food and general food fields, ra- 
dio, television, New York state 
newspapers and point of sale ma- 
terial. 


® Heaviest concentration in the 
coming months will be with one- 
minute and participating spots on 
some 40 TV stations and an equal 
number of radio stations through- 
out the nation. Latest cities added 
to the schedule are Portland, Seat- 
tle, San Francisco and Los Angeles. 


In explaining how the Waffle 
Corp. decided to introduce frozen 


waffles, Mr. Korn told AA the 
company pre-determined that the 
product was “something the public 
wanted.” This was done, he said, 
through an extensive survey in the 
Philadelphia area and several con- 


sumer tests at the Philadelphia | 


Bulletin Homemaker’s Center. 
They found that 95% of Phila- 
delphia’s families liked waffles, 
but only 10% wanted to go to the 
trouble of making them. 
Advertising was begun in Sep- 
tember, 1950, in the Philadelphia 
area on a $1,000-a-month basis. As 
distribution increased, the promo- 
tional budget was expanded. 


® The bulk of the early promotion 
was on TV and radio, with drama- 
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WGAR’S “Polka Party” draws nearly one-quarter million 
cards in one week’s time 


Terrific is the word for the response received when our Tom Armstrong 


asked listeners to send in their Xmas cards to help cheer 


hospitalized children. From nine states and Canada, came the avalanche... 
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tization of the one-minute time 
lapse from the time the Downy- 
flake waffle is removed from the 
freezer or refrigerator, dropped in 
a toaster and then placed on a 
| plate to be eaten. Stress was placed 
on the fact that the waffle does 
| not need defrosting. 

Mr. Korn said it took several 
months of laboratory tests to de- 
velop better mixes and successful 
methods of heat retention. 

“We now evaluate this new in- 
dustry potentially at between $20,- 
000,000 and $25,000,000 a year,” 
he added. The Downyflake plant 
in Philadelphia is now baking and 
freezing more waffles in one week 
than all other bakers and house- 
wives are making in a month 
throughout the world, he said. 


8 Downyflake hopes to retain a 
large percentage of this new mar- 
ket through advertising the de- 
sirability of its cellophane-pack- 
aged brand. 

“We will have to educate the 
retailer as well as the consumer,” 
pointed out Mr. Korn, “because 
most frozen food departments are 
too small for open-end display and 
for large stocks. Consequently, the 
Waffle Corp., a subsidiary of the 
Donut Corp. of America, has had 
to move merchandise at all levels, 
often using a tie-in with such items 
as syrup, butter, fruit cocktail and 
the like. Even home toasters have 
felt the impact of frozen waffle 
sales.” 

Mr. Korn said the versatility of 
the waffle makes possible un- 
limited promotions. The company 
is now in its seventh printing of a 
booklet entitled “100 Tempting 
Ways to Serve Waffles,” and a 
score of sales promotion crews are 
on duty daily demonstrating the 
waffles in chain outlets. 

In addition, the company has 
started producing a new institu- 
tional package for hotels, restau- 
rants and drug stores. This has 
12 packages to a carton and six 
waffles to a package for easy stor- 
age. 


‘Telegram’ Promotes Daly 

James J. Daly, formerly classi- 
fied advertising manager of the 
New York World-Telegram & Sun, 
has been appointed assistant to 
advertising director Richard Mur- 
ray. Howard Dreyer, formerly re- 
sort and travel advertising mana- 
ger, takes over Mr. Daly’s former 
post. 


Cleveland T-F Club Elects 

The T-F Club of Cleveland has 
elected H. G. Rowland of Steel, 
president. Other officers elected 
are: John C. Jackson, Architec- 
tural Record, v.p., and William H. 
|Benagh Jr., Conover-Mast Pur- 
chasing Directory, secretary-treas- 
urer. 


Peters Leaves JWT in West 


Evan R. Peters, account repre- 
sentative in the San Francisco of- 
fice of J. Walter Thompson Co., 
has resigned, effective Feb. 15. Mr. 
Peters was formerly manager of 
the Thompson Seattle office and 
Pacific Coast public relations chief 
for JWT 


Sackheim Has Peter Pan 


A picture caption in AA, Jan. 21, 
erroneously listed Rogers & Cowan 
as the agency for Peter Pan Foun- 
dations. Actually, Ben Sackheim 
Inc., New York, is the Peter Pan 
agency and Rogers & Cowan han- 
dles publicity for the company. 


Milford Rivet Names Lush 

Milford Rivet & Machine Co., 
Milford, Conn., manufacturer of 
tubular and split rivets and rivet- 
setting machines, has appointed 
E. J. Lush Inc., New Haven, to 
direct its advertising. 


| Decker to Cecil & Presbrey 


Ralph R. Decker Jr., formerly 
with Federal Advertising, New 
York, has joined Cecil & Presbrey, 
New York, where he will specialize 
in merchandise planning for the 
agency’s drug and food accounts. 
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Hosler Advertising Adds Two 

Hosler Advertising, Peoria, has 
been appointed to direct advertis- 
ing for Electric Service Engineer- 
ing Co., Joliet, manufacturer of 
electrical switch gear equipment, 
and Kenco Inc., Lorain, O., man- 
ufacturer of sump, bilge and cir- 
culating pumps. 


Wheeler Joins Bannan 

Harry Wheeler, formerly sales 
manager of WCOP, Boston, has 
joined Bertha Bannan, Boston ra- 


| Boston Office Closed 

The New York Herald Tribune 
has closed its Boston office and 
has assigned Peter Hanson in New 
York to cover the New England 
area. Joseph Walsh, manager of 
the Boston office, and his assist- 
ant, Alice Flood, have resigned. 


Boynton Appointed A. M. 
James B. Boynton has been ap- 
pointed eastern advertising mana- 
ger of The American Weekly, cov- 
ering Boston, New York and At- 


| Sees Heads Research Dept. 


pointed manager of the research 
department and sales assistant of sO 
Direct Advertising, Des Moines.) Whiting. 
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S. P. Whiting Sr., who has operated 


P. Whiting Jr. has been ap- the agency since 1930, has incor- 


porated the company and admitted 
his sons, S. P. Whiting Jr. and R. B. 


UBBOCK «.: 


valanche-Journal 


nc cmcureven 46,000 


NEW LENGTH—C. F. Mueller Co., Jersey 
City, has just added this ready-cut maca- 
roni to its line. This window-front pack- 
age will be featured in _year ‘round ad- 
vertising and Scheideler, 
Beck & Werner is the agency. 


Veni-Plex Ads List 
Local Manufacturers 


New York, Jan. 29—Veni-Plex 
Corp. of America, for the first time 
in the Venetian blind industry, will 
list local manufacturers of Veni- 
Plex Venetian blinds in a b&w ad 
adjoining its four-color pages in 
four national magazines this 
spring. 

First ad in the series will appear 
in Living for Young Homemakers | 
and Sunset for March, in House | 
Beautiful in April and in House 
& Garden in May. Alfred Auerbach | 
Associates is the agency. 

J. L. Friedman, president of the | 
company, said that the listing is 
designed to make it easy for con- 
sumers to locate their nearest 
Veni-Plex dealer by writing to 
Veni-Plex manufacturers in their) 
home communities. The list is also} 
designed, Mr. Friedman said, to 
establish the manufacturer as an 
important factor in his area. 

Local manufacturers and dealers | 
are expected to do local newspaper | 
advertising to tie in with the Veni- | 
Plex campaign. 


Airline Features Low Fare 


Pan American World Airways, 
New York, has announced new low 
fares will be available between the 
U. S. and South America this sum- 
mer and quotes $675 for a 30-day 
round-trip ticket down the East | 
Coast to Buenos Aires from New | 
York and back via the West Coast, 
a saving of $313 under a normal 
round-trip fare. Ad schedules are 
now being prepared for newspa- 
per and magazine advertising 
starting in the spring. J. Walter 
Thompson Co. is the agency. 


Lewis Leaves Greenthal 

Roger H. Lewis, v.p. and cre- | 
ative director of Monroe Green- | 
thal Co., New York, has resigned, | 
effective Feb. 8. David E. Diener, 
formerly copy chief at the agen- 
cy, will assume his responsibilities. | 
In the immediate future Mr. Lewis 
intends to act as free lance con- 
sultant on a number of accounts, 
including some in the motion pic- 
ture field. He joined Greenthal in| 
1947 and prior to that was in 
charge of New York campaigns at 
20th Century-Fox. | 


Mogul Co. Appoints Polon 
David D. Polon, formerly radio- 
video v.p. of R. T. O'Connell Co., 
New York, has joined Emil Mogul 
Co., New York, as director and 
business manager of its expanding 
radio-TV department. Carlo de 
Angelo, president of the agency’s 
subsidiary, Productions for Tele- 
vision, will continue to supervise 
TV production on all accounts. 


Krantz Appoints Carr Liggett 
Krantz Brewing Co., Findlay, O., | 
brewer of Old Dutch beer, has ap- | 
pointed Carr Liggett Advertising, 
Cleveland, to direct its advertis- 
ing. Radio, television, outdoor and 
newspapers will be i 


dio representative. 
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ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
nt Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic 
Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 

¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. — 
Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 
Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH. 


George Willens & Co. 
INDIANAPOLIS, IND. 


The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 

Claire J. Mahoney 

LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 
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MINNEAPOLIS, MINN. 
Duragraph, Inc. 
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R a long time, people have been told about the 


delay. The consecutive operations in setting an ad- 


ee Be 


office towel that stands alone, ink-stained print- 
er's devils, dust-filled Hellboxes and things like that 
concerning printing. But anyone who has the im- 
pression that all printing establishments are dirty 
and dingy has a surprise awaiting him when he 
visits an ATA composing room. 

ATA plants are lit up like a hospital’s operating 
room. There is plenty of open space around the 
latest stones, cases, cabinets and racks allowing free- 
dom of movement for every operation. Everything 
possible has been done to provide ideal working 
conditions and ease of operation for ATA’s master 
craftsmen. Incidentally, dirt has been eliminated. 
That is a characteristic common to all ATA plants 
—they are clean. 

Here you find arrangements worked out so that 
the job starting at the office, passes to the machines, 
to the frames, to the proofreader, to the proof presses 
and on to the customer by reliable and fast messen- 
ger service—all with a minimum of lost motion and 


vertisement are Closely related in the plant's physical 
set-up—call it ‘‘an assembly line’ if you must, al- 
though the phrase is overworked. It amounts to 
that, plus a close personal supervision of each part of 
the work so that the highest quality is the result. 

All these efforts to save time on a job have a 
dollars-and-cents value to ATA customers. By their 
strict code of ethics, ATA firms are committed to a 
policy of producing composition at the lowest pos- 
sible cost compatible with quality workmanship. By 
avoiding costly revisions and resetting, by time- 
saving on all operations, and in many other ways, 
ATA concerns deliver better composition in less time 
at no sacrifice of efficiency. This advantage is 
passed on to the client. 

If you will phone your nearest ATA member, his 
representative will explain ATA’s goal of superior 
typesetting for less money. If you buy composition, 
you will be interested in what he has to say. Get 
acquainted with a better compositor today. 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY * JERRY SINGLETON, Executive Secretory 
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Brisacher Names Ball A. E. 
Effective Feb. 1, Clifford E. Ball 


|New Yorker’ Names Shawn 
William Shawn, managing edi- 


Shake Distractions 


will join the San Francisco office tor of The New Yorker since. 1939, to Make TV Message 


of Brisacher, Wheeler & Staff as 
an account executive. Prior to his 
joining the agency, Mr. Ball was 
northern California area manager 
for American Home, Farm Journal 
and Pathfinder 


has been named editor of the mag- 
azine, succeeding Harold W — 
who died Dec. 6. Mr. Shawn, 
was born in Chicago, attended ine 
University of Michigan, and joined 
The New Yorker in 1933 


lodge . . 


Elks in these 
trading areas. 


Meier 


. 


Wherever there is an Elks 
. you w 
a productive trading area. 


ill find 


Through the pages of 
THE ELKS MAGAZINE 
you can influence 
1,011,687 liberal- nes 
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“New York - Chicago * Detroit + Los Angeles" 


NEW YORK STATE'S 
2N° LARGEST MARKET 


IS 


THE .« 


e BUFFALO MARKET 


In Metropolitan Markets 


(as defined by the U. S. Census) 


the Buffalo Area ranks: 


14th in population 


10th in manufacturing employment 


14th in food sales 


14th in automotive sales 
15th in furniture and appliance store sales 
13th in hardware and building material store sales 


15th in drug store sales 


(Source: U. S. Census figures) 


The Buffalo Evening News has the largest City and Retail 
Zone circulation in New York State outside of Greater New 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


York. 


EDWARD H. BUTLER 
Editor ond Publisher 


KELLY-SMITH CO. 


WESTERN NEW YORK’S GREAT NEWSPAPER 


Effective: Schwerin 


Cuicaco, Jan. 29—A model who 
undresses behind a screen may 
add a certain charm to a TV com- 
| mercial, but, according to Horace 
S. Schwerin, president of Schwerin 
| Research Corp., New York, this 
| won't sell a product 
Modify the commercial to elimi- 
|nate the distraction, he told the 
| Chicago chapter of the American 
| Marketing Assn. at a luncheon 
meeting last week, and you'll 
double the number of people re- 
membering the advertiser’s claim. 
Citing cases from files of his 
organization, Mr. Schwerin ex- 
plained how TV commercials can 
systematically be made more ef- 
fective. In order to make the mes- 
sage easy to remember, he said, 
the following rules should be ap- 
plied: (1) There should be simplic- 
ity of the story line and format; 
(2) there should be continuity of 
video and audio; (3) video and 
audio should be synchronized, and 
(4) the basic ideas should be re- 
iterated in varied wavs. 


@ The things to be avoided, the 
research executive pointed out, are 
non-pertinent lead-ins and trick 
devices. Another distraction, he 
said, is an unidentified voice—the 
audience starts trying to figure out 
where it’s coming from and misses 
the message. 

However, Mr. Schwerin con- 
tended, if a commercial is well 
remembered it doesn’t necessarily 
mean it is effective, because re- 
membrance can be either favor- 
able or unfavorable. The message 
must be believable, he asserted, 
and this can be accomplished by 
making it realistic and not con- 
trived. 

To make the commercial con- 
vincing, he stressed that the prod- 
uct be displayed in the right setting 
with the right person presenting 
it. Whenever possible, he said, the 
product’s major attributes should 
be demonstrated. 


Photoengravers Reelect 

| Officers; Oppose Pay Hike 

' Charles Powers, Powers Photo- 
engraving Co., has been reelected 


president of the Photoengravers | 
Board of Trade of New York. 


Other officers reelected are: R. V. 
Breck, Eagle Photoengraving Co., 
v.p.; Mathew Gleidman, Color- 
plate Engraving Co., treasurer, 
which marks his 23rd year in that 
office, and Emil Weltz, Peerless- 
Hill Inc., secretary. W. Arthur 
Cole, managing director, was re- 
elected assistant secretary of the 
board of directors. 

Members voted to stand fast for 
renewal of the present contract 
with Photoengravers Union No. 1, 
now in negotiation. It was the con- 
sensus of the meeting that there is 
no legitimate reason for further 
wage increases, and that produc- 
tion costs in the industry are al- 
ready too high, forcing reductions 
in volume and consequent layoffs 
of craftsmen. The present contract | 
with the union expired Jan. 31 but 
is subject to a 30-day extension for 
continued negotiations. 


Phoenix Appoints Foster 

The Canadian head office in 
Toronto of the Phoenix Assurance 
Co. of London, England, has ap- 
pointed Harry E. Foster Adver- 
tising, Toronto, its agency. Foster 
will direct all advertising for the 
Phoenix-London group, compris- 
ing Phoenix Assurance Co., Lon- 
don, Guarantee and Accident Co., 
Union Marine and General In- 
surance Co., and Acadia Fire In- 
surance Co. 


Huttig Appointed Ad Manager 
J. W. Huttig, formerly adver- 
tising manager of Battenfeld 
Grease & Oil Corp., has been ap- 
pointed advertising manager of 
Rural Electric Missourian, and will 
be in charge of a branch office the 
publication is opening at 1505 
Genesee St., Kansas City, Mo. 
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Getting Personal 


Roger W. Clipp, general manager of WFIL, is almost as busy 
in civic activities as he is within the confines of the station. He is 
the new chairman of radio and television for the 1952 Heart Fund 
campaign in Philadelphia and chairman of the local chapter of 
the National Foundation for Infantile Paralysis. ..Arthur B. Wal- 
lace, national advertising manager of the Journal, Portland, Ore., 
has been elected to the executive council of Boy Scouts of America, 
Oregon district. . . 

Recuperating nicely in Waltham Hospital from cuts, bruises and 
shock is Harry F. Malloy, exec of F. H. Birch Co., Boston outdoor 
outfit, who was a passenger on the ill-fated Northeast Airlines Bos- 
ton-to-New York plane that ended up in the East River Jan. 14... 

Those distinguished young men chosen by Junior Chambers of 
Commerce around the country last month were admen in a number 
of places. Jim Bishop, head of Bishop & Associates, Los Angeles ad- 
vertising and public relations company, was awarded the Holly- 
wood JC’s distinguished service award for his community service 
to Hollywood. North Dakota’s outstanding young man is J. Warren 
McClure, business and advertising manager of the Grand Forks 
Herald and general manager of KILO. In South Bend, Ind., the 


Juniors picked Mort L. Linder, news director of WSBT... 

Elected chairman of the 18th annual gridiron dinner of the Wo- 
men’s Advertising Club of St. Louis is Mrs. Agnes C. McCaddon, ad 
manager of Godefroy Mfg. Co. 


Proceeds of the event, which is 
set for April 3, will go, 
for the eighth consecu- 
tive year, to the Barnard 
Free Skin and Cancer 
Hospital, which so far 
has garnered $43,000 for 
research. . . 

The stamps bearing 
pictures of outstanding 
figures in medical his- 
tory, used by the Chi- 
cago Heart Assn. in its 
annual fund drive, are 
the brain child of Ken- 
neth J. Ward, v.p. of J. 
Walter Thompson Co. 
and a member of the 
Chicago Heart Assn.’s 
board of governors. The 
album that goes with 
them was designed by 
Harold Smiley, art di- 
rector of JWT, and was 
printed as a contribution 
to the drive by Runkle- 
Thompson-Kovats. . . 

Parlin Lillard, sales 
promotion manager of 
General Foods’ sales di- 
vision, an old hand at 
originating contests dur- 
ing his 31 years with GF, was himself a winner of a Ford contest 
sponsored by the Daily Independent, Richmond, Cal., for a slogan 
to promote Richmond. Mr. Lillard’s winner: “Richmond is growing 
faster today than any other city in the U. S. A.”.. 

Committees and chairmen for the ’52 fund drive for the Greater 
New York Councils, Boy Scouts of America (advertising and pub- 
lishing division) are: advertising agencies—Roland Welch, McCann- 
Erickson, who is also co-chairman of the division with Marion 
Harper Jr., McCann-Erickson president; newspapers—Monroe 
Green, ad director, New York Times, chairman, and Warner Moore, 
Herald Tribune, co-chairman; magazines, William Carr, ad man- 
ager, McCall’s, chairman, and Edward McGlynn, Street & Smith, 
vice-chairman; business papers—E. W. Timmerman, publisher. 
American Druggist; pulp and paper—Harold J. Burke, St. Regis 
Paper Co.; public relations counselors—Lawrence Nixon, Hewitt, 
Ogilvy, Benson & Mather... 

A daughter, Kathleen, has been added to the family of Mike 
Griggs, BBDO account executive in New York. . .William Heller Sr., 
board chairman of Milprint Inc., Milwaukee, received an honorary 
life membership in the International Printing Pressmen and As- 
sistants union not long ago. At a dinner given by Local 7, he was 
given a commemorative plaque for “promoting the progress of 
printing in the U. S., for his foresight and for his friendly attitude 
toward the pressmen’s union.” 

R. G. Macdonald, secretary-treasurer of the Technical Assn. of 
the Pulp and Paper Industry, was given an honorary degree of 
doctor of science by Western Michigan College of Education at its 
midwinter commencement in Kalamazoo Jan. 27. The honor was 
bestowed for long service to the paper industry and to education. .. 

After a career of more than 50 years in export advertising, Henry 
Dalmases, director and secretary of Robert Otto & Co., New York, 
has retired. He helped found export branches of many large com- 
panies as well as the Otto agency. The entire staff paid him tribute 
at a banquet marking his retirement. . 

Al Muenzenthaler, art director at Ruthrauff & Ryan, Chicago, has 
been elected 1952 president of the Palette & Chisel Club, which is 
celebrating its 57th anniversary... 

Five top executives of Minneapolis-Honeywell Regulator Co., 
enroute to a sales conference in San Francisco, were stranded on 
the streamliner City of San Francisco in the blizzard which hit the 
high Sierras. They were Willard I. Huff and C. B. Sweatt, execu- 
tive v.p.s; Thomas McDonald, v.p. in charge of sales; A. M. Wilson, 
v.p. in charge of aeronautics, and J. H. Porterfield, v.p. of Carl 
Byoir & Associates and director of public relations for Honeywell. . . 

Bruce Wallace, manager of public service and promotion for 
WTMJ and WTMJ-TV, the Milwaukee Journal stations, has been 
cited by the Milwaukee Council of B’nai B’rith for outstanding 
service in the field of human relations in 1951. He is v.p. of the 
Wisconsin Broadcasters’ Assn. . . 


ADMAN AT WORK—This is N. W. Ayer & Son 
service representative Thomas J. Donohue, of 
the Philadelphia office, temporarily on duty as 
@ service station attendant for Atlantic Refining 
Co. to get a better insight into the client’s busi- 
ness. He was one of several Ayer staffers who 
spent a week at a service station in preparation 
for the coming big program of baseball sports- 
casts on radio and TV. 
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New Marketing Developments, Strategy 
Head Agenda at Management Assn. Meet 


New York, Jan. 30—Presenta-. dent v.p., Continental Casualty Co., 
tion of new developments and on “Letting the Sales Force Guide 


strategy 


in marketing methods, Sales Policy.” Richard Welibrook, 
and an analysis of the job of sales! v.p.-sales, 


New Jersey Machine 


management in the year ahead, Corp., will act as chairman. 


will feature sessions of the mar- 


keting conference of the American James O. Rice Adds Duties 


Management Assn. Feb. 11-12 at 
the Hotel Statler. 

The conference program has 
been designed to provide sales ex- 
ecutives with working answers to 
their immediate marketing prob- 
lems, according to A. L. Nickerson, 
v.p. and director in charge of for- 
eign operations of Socony-Vacuum 
Oil Co., and v.p. in charge of the 
association’s marketing division. 

Richard DeMott, president of 
SKF Industries, will open the con- 
ference with a discussion of the 
broadening responsibilities of the 
marketing executive today. This 
will be followed by an analysis of 
the economic outlook by Eli Sha- 
piro, associate professor of finance 
in the school of business, Univer- 
sity of Chicago. 


# At the afternoon session, William 
V. Machaver, training director, 
Johnson & Johnson, will outline his 
company’s program for developing 
sales executives. Noble Hall, man- 
ager of sales research, Atlantic Re- 
fining Co., will tell about some 
new techniques developed by his 
organization which may be applied 
profitably by other companies. 

A concurrent afternoon session 
will feature a panel on technologi- 
cal progress and its impact on 
marketing. It will be led by W. J. 
Holman Jr., president of Chicopee 
Mills. Panel members include I. J. 
Kaar, manager of engineering, 
electronics division, General Elec- 
tric Co.; George Demme, sales 
manager of Orlon, textile fiber 
department, E. I. du Pont de Ne- 
mours & Co.; William R. Dixon, as- 
sistant general sales manager, Dow 
Chemical Co.; and Theodore T. 
Miller, v.p.-sales, Dewey & Almy 
Chemical Co. 


s The morning session Feb. 12 will 


| 
| 


feature talks by Robert F. Elder) 


of Boston on “Changing Motiva- 
tions and Buying Attitudes of Con- 
sumers”; E. W. Kelley, controller, 
R. H. Macy & Co., on more effec- 


tive selling through sales cost an-| 


alysis; and Joseph H. Norton, resi- 


USE THE ARGUS-LEADER FOR 


DOMINANT 
COVERAGE 
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$219,000,000° 
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97% COVERAGE 
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65% COVERAGE 
14-County ABC Retail Trading Zone 
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The American Management 
Assn., New York, has named 
James O. Rice, secretary since 
1948, to the additional post of ad- 


ministrative v.p. He will be re- 
sponsible for the _ association’s 
general program, including confer- 
ences, seminars, research, publi- 
cations, public relations and mem- 
bership service. 


Forms Advertising Art Studio 


Karl Erickson, formerly art di- 
rector of Searcy Advertising, Port- 
land, Ore., has organized his own 
free lance art business with of- 
fices in the Penton Bldg., Port- 
land. He is succeeded at Searcy 
by William Erler, formerly an art- 
ist with Simon & Smith, Portland. 


Tie-Ups Planned for Film 

Space Ranger Enterprises, Hol- 
lywood, which starts shooting 
“Rocky Jones, Space Ranger” at 
Hal Roach Studios on Feb. 4, has 
started 14 national merchandising 
tie-ups for the series, including a 
eomic book published by Whitman 
Publishing Co. 


Liberty Appoints Executives 
Liberty Broadcasting System has 
appointed Carlton Adair, formerly 
West Coast program director for 
Mutual Broadcasting System, v.p. 
in charge of station relations. At 
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the same time, John M. Dunnagan, 
v.p. in charge of national sales, 
has been promoted to assistant to 
the president. 


Boosts Ad Activity 500°% 


Parker Appliance Co., Cleveland, 
maker of tube fittings, valves and 
sealing rings, plans to increase its 
advertising activity in 1952 about 
500%. A long list of industrial pub- 
lications in design, purchasing, 
engineering, petroleum, aviation 
and chemical fields will be used. 
Fuller & Smith & Ross, Cleveland, 
is the agency. 


wished ant 
i$ dma thee pass" 


... Says The Agency Art Director 


“I've learned this . . . on the press, art comes to life 


or falls flat on its face. That’s why | consult graphic arts 
experts on every detail, including paper. 
Speaking of paper, my offset reproduction team 
and | agree... Ticonderoga Offset always 
brings out the best in our work.” 


“THE PRODUCTION MAN tells me what 
process to use for best reproduction of art 


work. 


duction and paper. 


Art work sparkles on TICONDEROGA OFFSET 


Make your next lithograph job the best you ever produced. 
True black & white and color reproduction . . . fine ink affinity 
... with sharp, clean results .. . you'll get them all on 
TICONDEROGA OFFSET. And you'll save money, too. 
Printers everywhere respect TICONDEROGA OFFSET for its 
thoroughbred performance. International Paper Company, 
220 East 42nd Street, New York 17. 


[ternational Dp, per 


BOOK AND BOND DIVISION 


“THE PRINTING SALESMAN instructs his 
foreman who decides on mechanics of pro- 


“THE PLANT FOREMAN instructs the press 
room foreman accordingly. For consistent- 


ly good results their choice of paper is al- 
ways TICONDEROGA OFFSET.” 


‘Teamwork 
Pays Off | 


COMPANY 
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Signs on 1,000,000 
Parking Meters Is 
Ad-O-Meter Goal 


Detroit, Jan. 30—Parking me- 


ters in 30 states are now carry- 
ing advertis- 
ing, and the 
Ad-O-Meter 
Corp. of sub- 
urban Fern- 
dale has 


launched a 
nationwide 
campaign to 
promote fur- 
ther use of the 
new medium 

The com- 
pany reports 
that advertis- 
ers have found 
the Ad-O-Me- 
ter a success- 
ful selling aid 
since it hits the customer en route 
to the store. Chief user so far has 
been Coca-Cola in the South. Royal 
Crown Cola has been another con- 
sistent customer of the Ad-O-Me- 
ter Corp 

National promotion of the Ad-O- 
Meter is being handled by Reuben 
Advertising Agency, Detroit, which 
Says response to the campaign 
is more than satisfying. The com- 
has 110 salesmen in the 


% 


y 
@ Bdwin Ho Zorn, president of the 
Ad-©O-Meter Corp. pointed out 
that the Ad-O-Meter is suitable 


fo® national, regional or local ad- 
veftising at a low cost and that 
“the advertiser can actually select 
thé exact street and location where 
hig aci is to appear, pinpointing the 


umer.’ 
= Zorn explained that munici- 

ties with parking meters can 
alg® profit by use of the Ad-O-Me- 
tem, The city receives from Ad-O- 
M@er either a ‘flat sum or a share 
im fhe advertising revenue. 

ne Ad-O-Meter is a patented 
@eVice fiited on top of the park- 
ing meter. Advertising is displayed 
th®uch a glass window, is on eye 
level and is usually sold on a 
three-month basis. 

“We install and completely serv- 
ie@ Ad-O-Meters and take on all 
worfries,” said Mr. Zorn. “The city 
re@@ives a constant revenue from 
eagh meter regardless of whether 
@ach meter is in constant use in ad- 


Fai. Daw 


85 IMPORTANT 
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Industrial Marketing 


200 E. ILLINOIS ST. * CHICAGO TI, HL 
= 


vertising.” 
Ad-O-Meter’s goal is to place 
under contract a substantial per- 


centage of the 1,000,000 parking 
meters now used in American 
cities. 


Thompson Promotes Stella 
Caroline Stella has been ap- 
pointed assistant manager of the 
international media department of 
J. Walter Thompson Co., New 
York. She has been with the agen- 
cy since 1944 


ABC Joins NARTB 

American Broadcasting Co. has 
followed the lead of CBS and has 
joined the television branch of the 
National Assn. of Radio and Tele- 
vision Broadcasters. In addition 
to the network, ABC brought five 
owned-and-operated stations to the 
fold. Both networks pulled out of 
NARTB in 1950. Their return at 
this time gave added strength to 
the association on the eve of its 
experiment with a TV code. With 
the return of CBS last month and 
now ABC, NARTB-TV covers all 


networks and 80 of the 
nation’s 108 stations. Under a re- 


four TV 


cent by-law adopted by the as- 
sociation, each network has a 
representative on the TV board of 
directors. 


Inland Steel Elects Jahn 

William A. Jahn has been 
elected to the new post of v.p. in 
charge of sales of Inland Steel 
Products Co., Milwaukee. H. B. 
Brown has been named general 
manager of distribution and mer- 
chandising. 
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Maytag Co. Names Nunn 
Ralph Nunn, on the advertising 
staff of Maytag Co., Newton, la., 
appliance manufacturer, and act- 
ing advertising manager for the 
past 17 months, has been named 
assistant advertising manager. 


Mueller Names Nunlist 


Frank J. Nunlist Jr. has been 
named general sales manager of 
L. F. Mueller Furnace Co., Mil- 
waukee, succeeding C. L. Hewitt 
Jr., who has resigned. 
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Gas Assn. Launches 
‘Ask Your Plumber’ 


Drive on Heaters 


New York, Jan. 29—About 
$460,000 will be spent by the 
American Gas Assn. and six man- 
ufacturers of automatic gas water 
heaters for advertising in national 
magazines this year. The ads will 
call on the public to “Ask your 
plumber” about such heaters and 


1952 


will stress that 
times faster.” 


The association will spend $110,- 
000—through McCann-Erickson— 
on b&w pages in American Home, 
Better Homes & Gardens, House 
Beautiful, 
Life, Living for Young Homemak- 
Saturday Evening Post 
These will 
appear between Feb. 11 and March 
15 and will be repeated in Sep- 
Better 


& Garden, House 


ers, The 


and Today’s Woman. 


tember and October in 
Homes & Gardens and Life. 


“gas heats three 


About $350,000 will be spent by 
the Rheem Mfg. Co., New York 
(Campbell-Ewald); John Wood 
Co., Conshohocken, Pa. (Morey, 
Humm & Johnstone); Bryant Heat- 
er division of Affiliated Gas Equip- 
ment Inc., Cleveland (Fuller & 
Smith & Ross); Ruud Mfg. Co., 
Pittsburgh (Ketchum, MacLeod & 
Grove); A. O. Smith Corp., Mil- 
waukee (Henri, Hurst & McDon- 
ald), and the Coleman Co., Wich- 
ita, Kan. (Potts-Turnbull Adver- 
tising Co.). 


Products of these manufacturers 
will be featured in the ads placed 
by the gas association in accord- 
ance with the amount each spends 
on advertising individually. The 
manufacturers must each spend a 
minimum of $25,000. 

In the association’s ads, plumb- 
ing dealers from different geo- 
graphical sections will “sell” the 
heaters to magazine readers. The 
aim is to attract customers to deal- 
ers and to create a more direct 
and profitable relationship be- 


ourselves over... 


We can best serve our readers and advertisers when 


we see ourselves as others see us. 


So, at Chilton, we make the most of modern research 


for critical self-examination. The continuing reader- 


ship surveys of individual editors are supplemented by 


the studies of outside agencies. This gives us a reliable 


guide for the maintenance of maximum reader interest. 


Readers know they can find what they want in Chilton 


publications . . . and they know it's authoritative. 


That's why Chilton publications penetrate so deep 


into the fields they serve . . . why they provide the 


ideal atmosphere for advertising the products and 


services needed in these fields. 
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@ COMMERCIAL CAR JOURNAL 
e BOOT & SHOE RECORDER 


THE JEWELERS’ CIRCULAR-KEYSTONE 


@ DISTRIBUTION AGE 


MAN 


‘leading producers 


| fective reminder that will serve 


tween appliance makers and their 
outlets. 

Surveys by 
Manufacturers 
plumber-dealers 
for nearly 80% 
sales. 

The ad drive dovetails with a 
campaign of the National Assn. 
of Master Plumbers which is 
aimed at encouraging members to 
display, promote and aggressively 
sell major appliances 


Otto W. Prochazka Rejoins 
Anderson & Cairns in N. Y. 
Otto W. Prochazka, until re- 
cently copy chief of J. D. Tarcher 
& Co., New York, has rejoined An- 
derson & Cairns 
as a member of 
the agency’s ex- 
ecutive staff and 
creative plans 
board. He served 
as copy chief of 
Anderson & 
Cairns until 
about two years 
ago and before 
that with a pred- 
ecessor, John A. 
Cairns & Co. For 
six years pre- 
he was senior copywriter 
at Ruth- 


the Gas Appliance 
Assn. show that 
are responsible 
of water heater 


Otto Prochazka 


viously, 
and account executive 
rauff & Ryan. 

Before entering the agency field, 
Mr. Prochazka was on the edito- 
rial staffs of Advertising & Selling 
and ApvertIsInc Ace, and served 
as a copy editor on the New York 
Herald Tribune. Later, he was ap 
assistant professor of journa 
and advertising at Pennsylvania 
State College. 


Willard Elects Murray 

C. E. Murray, formerly ex - 
tive v.p., has been elected presi- 
dent of Willard Storage Battery 
Co., Cleveland, succeeding S.7W 
Rolph, who continues as chairmMan 
of the board. D. N. Smith, a difec- 
tor of the company and former ¥.p. 
of Electric Storage Battery 
Philadelphia, succeeds Mr. r- 
ray. Jay S. Hudson, formerly 
sistant to the executive v.p., 
been elected secretary. : 


Yarn Producers Change N 
Rayon Yarn Producers Group, a 
non-incorporated association | of 
of syntheti 
yarns, has changed its nam@ to 
Rayon & Acetate Fiber Produgers 
Group. Reason for the change Was 
the new FTC ruling on rayon d 
acetate fibers (AA, Dec. 17, ob: 


LEAVE A | 
LASTING REMINDER! 


The surest way to be remem- 
bered is to place your nome 
ond business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 


24 hours a day for along time. 
There’s a wide selection to 
choose from, ranging from 
$2 50 per 1000 to $10.00 per 
item, Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog ond prices. 


ay 


See us in Booths 128-129 
National Premium Buyers’ Exposition 
Conrad Hilton Hotel 
March 17-20 incl. Chicago, Ili. 
cr=—=— GITS MOLDING CORP. —~——~s 
4646W. HURON ST, CHICAGO 44,10. | 


© Please send me catalog ond price list of | 
Gits Quolity Plastic items. 
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New Ads Increase 
Coupon Return 25% 
for Gray Audograph 


New York, Jan. 29—-Ads that 
have stressed specific sales points 
of the Gray Audograph electronic 
soundwriter have resulted in a 
25% increase in coupon returns 
ince last August, when the ad- 
vertising policy of Gray Mfg. Co 
was revised, Perry Cabot, adver- 
tising director, told ADVERTISING 
AGE 

As reported in AA last 
Mr. Cabot, after taking 
advertising director in April, be- 
gan using more competitive selling 
copy. Large, eye-catching photo- 
graphs of the dictating instrument 
were displayed in the ads, and a 
bolder type of layout was used 

A Starch readership report con- 
ducted for Business Week, one of 
16 publications used by Gray, re- 
vealed, in an analysis of 119 ads 
for a given issue, that Gray’s one- 
page b&w insertion ranked highest 
among all ads in that category 
The only other ad to pull a greater 


August, 
ove! as 


percentage of readership was a 
four-color bleed spread, which 
had a rating 5% greater than the 
Gray ad | 
“There is no doubt,’ Mr. Cabot! 
“that Audograph ads have 


Bved an important part in help- | 
Mion. Mfg. Co.'s rise from ob- | 
seurity to second place in the dic- | 
tating instrument field within a 
p@fiod of about four years How- | 
ev@, during that time we were so | 
bugy telling everyone what Audo- 
graph could do that we overlooked | 
the fact that we had never suffi- 
clegtiv emphasized what Audo- 


ther machines in the field | 
a 50-year head start on Audo- | 
grap) Naturally, one of the ma- 
chiiges had become almost a generic | 
t@@™M for ali dictating instruments 
Ou new ads are designed to over- 
COfMe this thought habit,” he said 


@ “The results of increased coupon | 
ret@rns plus greater readership | 
show that more people are reading | 
the Audograph insertions and are| 


acting upon them. They indicate 
that more people more readily 
reedgnize Audograph as a dictating 


insfument when they see it in 
agg or come in contact with it in} 
Offices.” 


Mr. Cabot said that Gray is| 
planning to expand its current 


promotion, both by the addition of 
new media and in other ways, but, 
at this writing, plans have not 
crystalized sufficiently for discus- 
hon 
Erwin, 
account 


Wasey & Co. handles the 


prov 


ie the ABC 


w AUDOBRAPH aicestice 


Bete the persone) shortage @OVeS Im OM VOU 
vetting things done 


re 
if sur 


with ewer map pours 
ess effort! 


eer 
AUDOBRAPH | 
Si 


C 


BEFORE AND AFTER—At left is a typical ad of Gray Mfg. Co., before it revised 
its advertising strategy last August. At right is one of its current ads stressing 
specific sales points, which has resulted in a 25% increase in coupon returns. 


| ment, 


Evinrude Appoints Lesly 
Evinrude Motors, 


Outboard, 


Marine 


a division of Lesly Co., 
& Mfg. 


Co., 


Milwaukee, 


has appointed Philip} ger for 
Chicago, as its public} Co.’s western division in Los An- 
relations counsel. 


Wallace Joins Crossley 

David Wallace, formerly 
tor of market research for 
and manager of market research 
for Ford International, has been 
appointed v.p. of Crossley Inc., 
New York, marketing and public} 
opinion analyst. Mr. Wallace re- 
cently served as consultant to the| 
National Production Authority in 
Washington 


direc- 


‘Washington News’ Boosts 2 

The Washington News has pro- 
moted Tom Griffin, manager of 
the general advertising depart- 
to assistant advertising di- 
rector. George Graff, a member 
of the advertising department staff, 
| has been promoted to succeed Mr. 
| Griff in. 


| rravis Joins ABC 


C. Merwin Travis, formerly with | 


the Hollywood office of Howard 
|G. Mayer & Dale O’Brien public 
|relations organization, has 
| appointed sales promotion mana- 
American Broadcasting 


geles. 


Time | 


been | 


Advertising Age, February 4, 1952 
Buys Buehler Printcratft 
K. F. Steingass, formerly asso- 


ciated with Lincoln Electric Co., 
maker of electrodes, has purchased 
Buehler Printcraft Corp., Cleve- 
land, for about $400,000. George 
F. Buehler, who founded the com- 
pany 39 years ago, will remain as 
adviser for two years, in the posi- 


| . 
board chairman. 


| tion of 


| Circulation Execs Elect 

The Chicago Circulation Round 
Table has elected Robert Hill, 

| Baker’s Helper Inc., president; 
Frank Easter, Keeney Publishing 
Co., program chairman; Robert 

|Enlow, American Medical Assn., 

| secretary, and Elmer Olin, Vance 

| | Publishing Co., treasurer. 


| | Shields to Burke Dowling 
| Chuck Shields, formerly copy- 
writer for Lessing Advertising, Des 
Moines, and KRNT, Des Moines, 
| and for the past 16 months in the 
radio and television copy depart- 
ment of Bozell & Jacobs, Omaha, 
will join the new Atlanta office of 
Burke Dowling Adams Inc., effec- 
| tive Feb. 4. 


Build on the Wie 


2% 
So if you want such people to believe in the integrity 


Hometown, America. . 


of their heartaches, 


The Crowell-Collier Publishing Compony, 640 Fifth Avenue, New York 19, N.Y. + 


of your company, your product or service, 
tell them your story in The American Magazine. 


In The American your advertising costs less. Because it lives longer. 
Because it is built on the bedrock of Hometown, 


a 


MAGAZINE 


Publishers of The American Magazine, Collier's, and Woman's Home Companion 


of Hometown America 


. where people still care about home 
and family life in the traditional American way. 

Where there’s not so much talk about social significance, 
but lots of day-to-day action by good citizens and neighbors. 
Where more than 2/4 million typically American families 
have an abiding faith in The American Magazine. 


‘They look upon it as a tried and trusted friend. Because 
it has always reflected their hopes and ideals, with understanding 
it is truly a Family Service Magazine. 


And it reaches more than 214 million Hometown American families 
every month. Families with incomes 38.7% higher .. . 


bigger and 9% younger... than the U. S. average. 


America. 
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Ad Checking Bureau Finds TV Ads Exceed 
Ads for Radio Sets by Ratio of 11 to 1 


Cuicaco, Jan. 29—Television set 
advertising in newspapers during 
1951 led radio receiver copy by a 
ratio of 11 to 1, according to Ad- 
vertising Checking Bureau. 

The bureau’s records on TV and 
radio set copy in 49 cities having 
video broadcasting facilities show 
that 78,323,000 lines were run. This 
was only slightly lower than the 
1950 total of 78,762,000 lines. About 
75% of this advertising was done 
by dealers and the remainder by 
manufacturers, 

Other data in the bureau’s year- 
end report shows that: 

Refrigerator advertising in the 
daily and Sunday newspapers dur- 
ing 1951 totaled 22,176 pages, 
which was about 5% under 1950 
and approximately 14% ahead of 
1949. The three leading brand 
names for which the most adver- 
tising was placed during ’51 ran, 
respectively, 14.7%, 13.5% and 


11.6% of the total. Separate totals 
were kept on all 17 leading brand 
names and another classification, 
“all others.” Of the 110 
studied, the most space was run 
in the following: Los Angeles, 


550 pages; New York, 493 pages; ! 


St. Louis, 
444 pages. 


450 pages; Baltimore, 


@ Separate totals were kept on 
freezer advertising 
cities. For 1950, the report showed 


that 35% of all newspaper adver- | 
tising on freezers was done by one | 


chain of retail outlets. For 195i, 
37% was done by the same chain. 
Electric . range manufacturers 
placed a total of 2,685 pages of 
daily and Sunday newspaper ad- 
vertising in 68 cities. Of 16 princi- 
pal brand names, three brands 
accounted for 42% of the total. 
Of the 68 cities, most advertis- 
ing on electric ranges ran in Bos- 


cities | 


in the same} 


ton and Nashville, each of which 
had 100 pages; next came Indian- 
apolis, Milwaukee, Portland, Ore., 
Seattle and Tacoma, with from 70 
to 73 pages each. Norfolk, Va., had 
63 pages. 

s Washing machine advertising 
totals in 81 cities for 1951 and 
1950 were practically identical for 
the two years, with 7,656 pages 
|tabulated. In 1951, 58% of the 
| washing machine advertising was 


{for the automatic type and 42% 


on standard types, while the year 
before the automatics had 53% of 
the total and the standard types 
had 47%. 

Among the cities, New York had 
more washer advertising than any 
other—225 pages. It was followed 
by Baltimore, Boston, Houston and 
New Orleans, all of which ran be- 
tween 175 and 200 pages. 

The year’s advertising on clothes 
dryers in 71 selected cities totaled 
1,021 pages, of which 73% was 
devoted to electrically heate 
types and 27% to gas heated types. 


Of 10 brand names, the leading 
advertiser had 38% of the total 
and the second advertiser had 30%. 
This left 32% to be divided among 
the eight advertisers. 


Starts National Ad Drive 


Otis, McAllister & Co. New 
York, coffee importer and exporter 
of other American products, has 
started a national institutional ad 
campaign for the first time in its 
66-year history. Insertions will be 
used in coffee trade publications 
and in the export field, with the 
theme, “There’s nothing like a 
good cup of coffee.” Albert Frank- 
Guenther Law, New York, is hand- 
ling the account. 


Two Accounts to Wesley 


Union Steel Products Co., Al- 
bion, Mich., manufacturer of bak- 
ery equipment and welded wire 
products, and Michigan Chemical 
Corp., St. Louis, Mich., producer 
of agricultural, pharmaceutical and 
industrial chemicals, have ap- 
pointed Wesley Aves & Associates, 
Grand Rapids, to handle their ad- 
vertising. 


way to tutu? 


Are you confused by endless 
details in production? 
Then let Pontiac set you right, 


Six unified services, photog- 


a ee ee ee 


raphy, art, color process, 


photoengraving, electrotyping 


ane HARD Re 


and ad setting—choose them 


all or one. We can help you ne 


~ 


> 
matter which way you're 


: 
ging. Actually we've been ; 
doing it for busy production : 
men for 40 years! Call or ' 
write us now! ; 
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CoOL Or PROCEss 


AR T WORK 
PHOTOENGRAVINGS 


TYPOGRAPHY 


wy UNIFIED 
owve®® SERVICES 


erect® 


Pontiac 


Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 
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PHOTO-ENGRAVERS 


ELEC TRO-MATIC 


THE ONE WAY TO BE SURE 
about black and white plotes 
You've got to “proof right to print 
right so now we're including a 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control than ever before 
over the final reproduction It's 
another example of Electro. Matic's 


son why it pays to call DElaware 
7.1277 for your engravings 


TINT GUIDE FREE 
A complete kit that gives you not 
only the full groy scale, but also 
the corresponding tone values in 
standard red, yellow and blue 
Write or phone for yours 
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TO ADVERTISING AGENC/ES Giving Pay Boosts 


a Notch Not Cricket 
by Promoting V. P.s 


New York, Jan. 29—“Third v.p.s 
in charge of onions cannot be pro- 
moted to second v.p.s in charge of 
pigsfeet if the title change is only 
a cover-up for a salary hike,” ac- 
cording to a sprightly release is- 
sued last week by the wage and 
hour and public contracts division 
of the U. S. Department of Labor. 

Abraham Klainbard, “himself 
a pickle fancier, and on the gov- 
ernment’s payroll as a salary and 
wage stabilization specialist, gave 
that vinegary verdict to the Na- 
tional Assn. of Pickle Packers” 
a week ago, says the release. 

In addition, the division says, 
Mr. Klainbard “advised 150 cu- 
cumber contortionists that changes 
of title of top layer pickle barons 
must be certified in sworn state- 
ments salted down in the firm’s 


ATION 
re 7-1277 payroll records.” 


an Francisco's Celebrated Sky-Line 


This is your best view—as an advertiser— of San Francisco's 
sky-line. No skyscrapers...famed hills...or bridge towers. 
But the family group at home with their evening newspaper. 


_ Has The Highest Buy-Line 


And this portion of the San Francisco sky-line, the family 
unit, has the highest buy-line of all the nation’s big cities. 
Among U.S. cities of half a million or more population, San 
Francisco has the highest effective buying income per family. 


During these evening family circle hours there’s more leisure 
time to read the advertising in San Francisco's favorite 


family newspaper ...the home-going Call-Bulletin. By every 


yardstick of circulation, ad linage and editorial alertness, 


The Call-Bulletin is San Francisco's leader in the evening 


field. Advertisers use the paper with the best by-lines to 


reach the sky-line with the highest buy-line. 


The Call-Bulletin 


San Francisco's Friendly Newspaper 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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ELASTIC SUPPORTS 
- 
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ONE UNIT DISPLAY—Baver & Black, Chi- 

cago manufacturer of surgical dressings, 

sutures and elastic goods, has introduced 

| this floor display which provides ample 

| room for merchandising and storing a 
complete line of elastic supports. 


| Telemeter Seeks 
‘Real’ Home Test 
of Telecast Movies 


Los ANGELEs, Jan. 29—Telemeter 
Corp., subscriber television serv- 
ice, is planning a test of home 
movie service in nearby Palm 
| Springs for next September. One 
|of the by-products of the test 
| would be the introduction of TV 
reception in Palm Springs. 

Telemeter proposes to install a 
| giant antenna on a nearby moun- 
|tain in a sight line with Mt. Wil- 
|son, where all Los Angeles sta- 
| tions are located. The signal would 
|}then be carried down to the city 
by cable. In Palm Springs, which 
j is about 55 miles from Los An- 
geles, the cable would run along 
| telephone lines, allowing connec- 
| tions to be made with individual 
sets. Provisions have been made to 
| carry two other channels in addi- 
tion to the seven used in Los An- 
geles. 

The company has submitted the 
|plan to the Palm Springs city 
council and approval is expected in 
| the near future. 


|@ Paul MacNamara, spokesman 
| for Telemeter, believes the two ex- 
'tra channels will make possible a 
|“real test” of subscription televi- 
sion. He pointed out that, unlike 
| the recent Chicago test by Zenith’s 
Phonevision, viewers will be of- 
fered first-run movies. 

The local theater in Palm 
Springs also will be on the cable 
and will show the same pictures 
available to subscribers. Set own- 
ers will pay a nominal fee to see 
a picture and the theater will get 
the major share of this fee. 

Mr. MacNamara said set owners 
hooking into the cable will pay 
an installation charge to help car- 
ry the expense of the master an- 
tenna. This charge, which has not 
been set yet, will include a Tele- 
meter coin box. 


® Subscribers will not be held to 
any stipulated use of the Tele- 
meter. They will pay only for 
movies which they wish to see. 
The installation would make pos- 
‘sible reception of all seven Los 
Angeles stations—at no _ extra 
charge. 
| Telemeter is currently conduct- 
|ing closed tests over KTLA, Los 
Angeles, between 12 midnight and 
1 a.m., Tuesday and Thursday 
| nights. Old movies are being used, 
with the scrambled pattern being 
| picked up on five receivers at the 
| Telemeter plant. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 7. Associated Business Publica- 
tions, annual midwestern clinics, Drake 
Hotel, Chicago 

*Feb. 7-8. Gravure Technical Assn., 
vention, Waldorf-Astoria, New York 

Feb. 8-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., display advertising confer- 
ence, Penn Harris Hotel, Harrisburg. 

Feb. 8-9. Northwest Daily Press Assn., 
Radisson Hotel, Minneapolis 


con- 


Feb. 10-12. First District, Advertising 
Federation of America, Hotel Kimball, 
Springfield, Mass. 

Feb. 11-12. Inland Daily Press Aswsn., 
midwinter meeting, Congress Hotel, Chi- 
cago 

Feb. 20. Associated Business Publica- 


tions, annual eastern clinics, Hotel Astor, 


Feb New England Newspaper 
Advertising Executives Assn. and Ad- 
vertising Managers Bureau of the New 


York State Dailies, joint meeting, Strat- 


field Hotel, Bridgeport, Conn. 
Feb. 28-29. Oregon State Broadcasters 
Assn., annual meeting, Eugene Hotel, 


Eugene, Ore. 
March 17-20. National Premium Buyers 
Exposition (19th annual}, Conrad Hilton 
Hotel, Chicago. 
March 19-21. Assn. 
tisers, spring meeting, 
Hot Springs, Va. 
March 21-22. Third 


of National Adver- 
The Homestead, 


annual Advertising 


Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta 
*March 24-27. Canadian Assn. of Broad- 
casters, annual meeting, Royal York 
Hotel, Toronto. 
March 26-28. American Assn. of In- 
dustrial Editors, first national conven- 


tion, Netherland Plaza Hotel, Cincinnati 
March 30-April 2. National Assn. of 

Radio & Television Broadcasters, annual 

convention, Conrad Hilton Hotel, Chicago 
April 1-3. Point of Purchase Advertising 


Institute, annual symposium, Waldorf- 
Astoria Hotel, New York 

April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbriar, White Sulphur Springs, W 
Va. 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 


Hotel Statler, Boston 
April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 


Astoria, New York. 
April 25-27. Advertising Federation of 


America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla 


May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky 

May 19-20. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 


May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 
top, Pa. 

June 8-11. Advertising Federation of 


America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

*June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor, Pocono, Pa. 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 22-26. Advertising Assn 
West, annual convention, Olympic 
Seattle. 

June 29-July 2. 
vertisers Assn., annual conference 
House, Chicago 

*Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 


of the 
Hotel, 


National Industrial Ad- 
Palmer 


cialty fair, Palmer House, Chicago 
Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 
Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal 
Dec. 27-29. American Marketing Assn 


conference, Palmer House, Chicago 

June 10-14, 1953. National Business Pub- 
lications, spring meeting, Broadmoor Ho- 
tel, Colorado Springs, Colo 


Mozley, George & Woollen 
Is New Atlanta Agency 

Mozley, George & Woollen, new 
agency partnership composed of 
Willis Mozley, Fred A. George Jr. 
and William C. Woollen, has 
opened offices at 277 N. Ave., N. E., 
Atlanta. 

Mr. Mozley has operated his own 
agency in Atlanta for the past two 
years. Mr. George is a former ac- 
count executive of Kirkland, White 
& Schell, Atlanta, and Mr. Woollen 
was formerly art director of Rich’s 
Inc., Atlanta. 


Branham Adds Stations 

KMO, Tacoma, and KIT, Ya- 
kima, Wash., have appointed Bran- 
ham Co., New York, their 
tiona] representative. 


na-| 
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Chrysler Schedules | 
Nationwide Copy in 
Canadian Papers | 


Winpsor, OntT., Jan. 29—During 
the first half of 1952, Chrysler | 
Corp. of Canada will use Canadian 
metropolitan dailies, plus a se-| 
lected group of other Canadian 
daily and weekly papers from 
coast to coast, for advertising of 
Chrysler, DeSoto, Dodge and 


Plymouth cars. 

According to H. J. G. Jackson, 
ad manager of the Canadian divi- 
sion, in addition to the newspaper 
schedules, announcement ads for 
all models will run in the February 
issues of Canadian general maga- 
zines. DeSoto and Dodge ads, he 
said, also have run in farm papers 
in January, and are scheduled for 
April and May. 

Ads for Chrysler's Dodge and 
Fargo truck division consist of 
600-line newspaper copy in Janu- 


ary, March, April and May, plus 
a heavy schedule in automotive 


tions. 

Walsh Advertising Co., Windsor, 
handles the automobile and truck 
accounts. 


Gibraltar Gets Leelite Inc. 

Gibraltar Advertising, New 
York, has been appointed by Lee- 
lite Inc., manufacturer of alumi- 
num furniture, to direct its adver- 
tising. 
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‘Parade’ Names Simpkins 
Jim Simpkins, assistant research 


|and other vertical trade publica-| director for the past four years, has 


been promoted to research director 
by Parade. Mr. Simpkins replaces 
Aubrey Wright, who has resigned 
to open his own hardware business 
in New Hyde Park, N. Y. 


Cronin to Graphic Arts 

Don Cronin, formerly with Mc- 
Cann-Erickson, has joined Graphic 
Arts Engraving Co., San Francisco, 
in a sales and administrative ca- 
pacity. 


the chips— 


WSM-TV increases 


sales 30% 


In less than six months, with only 
one program a week on WSM-TV, 
Lay’s Potato Chips showed a 30% 
sales increase in the Nashville area. 


If your sales curve is a bit stubborn 
about growing in the right 
direction, maybe what you need is 


some spade work WSM-TV style. 


advertisers. 


phone now? 


Nashville 


Irving Waugh or any Petry Man 
will welcome a chance to show 
you what a little intensive WSM- 
TV cultivation has done not only 
for Lay’s but an impressive list of 
local, regional and national 


How about reaching for your 


WSM-TV | 


Channel 4 
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PHOTOGRAPHIC 
REVIEW 


SERIOUS SESSION—Niles Trammell (left), NBC board chairman, talks things over 

with E. M. White (center), v.p. of U.S. Rubber Co., and Fletcher D. Richards, presi- 

dent of the advertising agency of the some nome. The occasion: a party in New York 
following the premiere of U. S. Rubber’s “Royal Showcase” over NBC-TV. 


Sarat ee 


MISS BEFORE MIRROR—"See yourself in Luxite’’ will be the theme of the Luxite 

division of Holeproof Hosiery Co.'s spring advertising campaign scheduled in fashion 

and women’s magazines. All ads will show a girl in front of a mirror admiring 
herself in Luxite lingerie. Weiss & Geller, Chicago, is the agency. 


7 


f 


is 


HAWAII IN DETROIT—For no known reason, board members 
of the American Women in Radio and Television were shown 
thus on Edythe Fern Melrose’s “House o’ Charm” show on 
WXYZ-TV in Detroit, at the time they worked up plans for their 
Detroit convention April 4-6. Indulging in the Pacific-type fes- 
tivities were (in usual order) Miss Quon, genuine Hawaiian tal- 


Larry McCann, announcer for Miss Melrose; Dorish Corwith, NBC, 
New York, v.p. of eastern division of AWRT; Edythe Fern Mel- 
rose, the “Lady of Charm”; Betty Chapin, executive secretary of 
AWRT; Betty Smith, J. Walter Thompson Co., New York; Natalie 
Flatow, Girl Scouts of America; Gretchen Southard, House 0’ 
Charm, WXYZ; Jerry Switzer, director of Charm progamming, 


ent; Edythe Meserand, WOR, New York, 


FOR THE BOYS—William Sittig (left), 
western manager of Woman's Home Com- 
panion, representing the Agate Club of 
Chicago, presents a $600 check from the 
club to Lloyd B. Maxwell, v.p. of Roche, 
Williams & Cleary, for the work of the 
Off-the-Street Club, in which Mr. Maxwell 
hos been active for many years. The 
money will go toward support of the boys’ 
summer camp maintained by the Chicago 
ad fraternity’s principal charity. 


FOOLER—Bendix Home Appliances hasn't 
added a TV screen to its 1952 clothes 
dryer as the picture may suggest. But 
it has offered its dealers this floor dis- 
play which features news pictures pro- 
jected onto a screen in the porthole. 


AWRT president; 


and Mac Stevenson, United Airlines. 


'} 


PRECEDENT PARTY—Fleur Cowles, associate editor of Look and Quick, seems to 

be enjoying party marking publication of her first book, “Bloody Precedent,” 

which deals with the Perons of Argentina. Companions are Don Perkins (left), 
v.p. and advertising director of Look, and Vern Myers, Look’s publisher. 


BLOOD DRIVE—They say there's only printer's ink in the veins of a graphic arts 
man but this group proves it isn’t so. With what they hope is the start of an in- 
dustry-wide movement, these men, members of the New York Club of Printing House 
Craftsmen and the Printing Supply Salesmen’s Guild, went down for a mass donation 
to the Red Cross blood bank. On the table is Herbert Kaufman of DuFine-Kaufman 
Inc., and his contribution. Standing, left to right, ore Bill Butler, Printing Trades 
Blue Book; Art Tarling, Bingham Bros. Co.; Ed Blank, Rogers Kellogg Stillson Inc.; 
Harry Hulsen, Bingham Bros. Co.; Russell May, J. E. Linde Paper Co.; Casey Jones, 
Harris-Seybold Co., and Jim Goggins, Craftsmen president. 


AT THE ANNUAL SOAP CONVENTION BANQUET—More than 1,000 people registered for the 25th con- 
vention of the Assn. of American Soap & Glycerine Producers, held at the Waldorf-Astoria, Jan. 22-23. 
At the concluding banquet the camera caught these conversgtionalists. In the corridor are Niles Trammell, 
National Broadcasting Co. board chairman; John C. Sterling, publisher, This Week Magazine; Mrs. 


Sterling; Joseph McConnell, NBC president, and Howard Morgens, McNair-Dorland. In the second picture, 
ex-Hungarion prisoner Robert Vogeler, center, who was guest speaker at the banquet, holds the attention 
of Jervis J. Bobb, left, president of Lever Bros. Co., and M. L. Westering, Swift & Co. The last view finds 
C. Tracy Smelzer of True Story discussing problems with Nils S. Dahl, John T. Stanley Co. 
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... but this couldn’t! 


In sports, given enough lucky breaks, almost anyone can be 

a winner . . . once. 

But the real champions are those who come out ahead in test 

after test, year after year. 

In advertising, much the same thing holds true. 

The mark of leadership is a consistent, year-after-year record 
| of top performance. 


YOUNG & RUBICAM, INC. 


Advertising ¢ New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City london 
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Railroad Admen 
Give Ist Awards; 
Tredway Elected 


Sr. Louris, Jan. 29—All phases 
of railroad advertising, from time- 
tables to wall calendars, were dis- 
the 45 members attend- 
ing the Assn. of Railroad Adver- 
tising Managers’ annual meeting 
here Friday and Saturday. 

Award winners of the First An- 
nual Advertising Competition 
sponsored by the group were an- 
nounced. American Car & Foundry | 
Co. won the first-prize plaque for 
railroad traffic promotion, and an 
honorable mention went to the 
Electro-Motive Corp 

In the institutional classifica- | 
tion, American Railway Car In- 
stitute was judged winner, with 
General American Transportation | 
Corp. receiving honorable men- | 
tion 

Fred Q. Tredway, general adver- 
tising manager, Southern Pacific 
Railroad, was elected president of 
the association. Other officers 
elected are C. C. Dilley, Milwaukee 
Road, Ist v.p.; Leo Brown, Wabash | 
Railroad, and R. P. Schaeffer, 
North Western Railway, v.p.s; C 


cussed by 


T. Sills, Denver & Rio Grande 
Western, treasurer; Ivan Coppe, 
Great Northern Railroad, secre- 


“@ary, and C. D. Perrin, Chicago, 
= secretary. 


® With the exception of a speech | 
om “Direct Mail in Railroad Ad- 
V@rtising,” by Orville Goerger, 
c@py director of Commercial Let- 
tet Co., St. Louis, discussion ses- 
sifns were conducted by associa- 
ti6n members. Mr. Goerger told the 


up that there are five ways 
Eero can use direct mail in 
ir advertising efforts: | 
To find out about themselves | 
conducting a survey. 
2. To “plug” some of the good 
peints found in the survey 
~@. For institutional advertising 
OM seasonal occasions 
4. To provide salesmen with 
“Smmunition” by telling them of 
future advertisements or new 
equipment to be added. 
ob. To coordinate all advertising 
ort, such as sending reprints of 
ads to certain customers. 


DuMont Appoints Soutter 

Peter M. Soutter, formerly an 
account executive on the Ford) 
Dealers account at J. Walter! 
Thompson Co., has joined the net- 
work sales staff of DuMont Tele- 
vision Network, New York. 


‘Bazaar’ Promotes Phillips 
Harper's Bazaar has promoted | 
Mary McDonough Phillips from 
fashion advertising coordinator to! 
executive editor 
| 


8xiO . 
GENUINE 


53-59 E. Illinois St., Chicago 11, Iilinels 
Phone: WH itehall 4-2930 


RAILROAD ADMEN—The Assn. of Railroad Advertising Managers’ new officers are 
(from left), seated: Leo Brown, Wabash Railroad, v.p.; F. Q. Tredway, Southern Pa- 
cific, president, and C. C. Dilley, Milwaukee Road, 1st v.p. Standing: C. D. Perrin, 
Chicago, assistant secretary; C. T. Sills, Denver & Rio Grande Western, treasurer; R. 
P. Schaeffer, North Western, v.p., and |. A. Coppe, Great Northern, secretary. 


Title Guarantee to Fairfax 
Title Guarantee 


Fairfax 


viously serviced the account. 


& Trust Co., 
New York, has appointed H. W. 
Advertising, New York, New York, has resigned to devote 
as its agency. Doremus & Co. pre- her time to free lance advertising 


Sprinkel Leaves de Garmo 
Beatrice Sprinkel, 
the president of de Garmo 


services. 


assistant 


Maish Co. Adds Account 

The Reliance division of Eaton 
Mfg. Co., Massillon, O., manufac- 
turer of fastening devices for in- 
dustrial, automotive and railroad 
fields, has appointed Jay H. Maish 
Co., Marion, O., to direct its ad- 
vertising. 


Colleen to Marks-Aiken 

Colleen Lingerie Inc. has ap- 
pointed Marks-Aiken Co., New 
York, for trade and fashion maga- 
zine advertising. Whitbey Asso- 
ciates, New York, is the previously 
listed agency. 


Agency Creates New Division 

Reilly, Brown & Willard, Boston 
agency, has created a special sport- 
ing goods division, “unique in the 
agency field,” and is preparing a 
mailing of brochures to prospec- 
tive sports accounts. 


Marketers Hold Clinic 
Industrial Marketers of New 
Jersey, state chapter of the NIAA, 


will hold an all-day industrial ad-| 
March | 


vertising clinic Tuesday, 
18, at Military Park Hotel, New- 
ark. 
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Gaynor Joins Columbia 

Paul Gaynor, formerly v.p. of 
Buchanan & Co., has been named 
v.p. in charge of merchandising for 
CBS-Columbia, New York, the 
manufacturing division of the Co- 
lumbia Broadcasting System. He 
will handle sales promotion, ad- 
vertising and publicity as well as 
merchandising. In addition, Mr. 
Gaynor is serving as parttime con- 
sultant to the Office of the Secre- 
tary of Defense as coordinator for 
the promotion of the armed forces 
blood donor program. 


Glidden Appoints Lathe 


John H. Lathe Jr. has been ap- 
pointed national manager of met- 
ropolitan branches of Glidden Co., 
Cleveland. He will coordinate ac- 
tivities, including advertising and 
merchandising, in the 40 Glidden- 
owned outlets. 


Tennessee Press Assn. Elects 
The Tennessee Press Assn. has 
elected Gail W. (Bill) Churchill, 
managing editor of the Nashville 
Tennessean, president, and Edward 
Ball, chief of Associated Press in 


| Tennessee, secretary. 


and most comprehensive 


Largest 


readership survey 
in history 


conceived, supervised and tabulated 


by McGraw-Hill Publishing Company 


places MILL & FACTOR 


T. mitt ¢ Factory 


Factory 


5. Modern industry 
ees, 
a 
és - 


These IS companies participated in the 


Dodge Manufacturing Corporation 
General Electric Company, 
Apparatus Department 


The Goodyear Tire and Rubber Company, 
Mechanical Rubber Goods Division 


Harnischfeger Corporation 


Aluminum Company of America 
The Black and Decker Manufacturing Company 

Brown and Sharpe Manufacturing Company 
Crane Company 


Hyster Company 


readership survey: 


P. R. Mallory and Company, Ine. 
Minneapolis-Honeywell Regulator Company, 
Brown Instruments Division 


Socony Vacuum Oil Company 

Union Carbide and Carbon Corporation 
Bakelite Company 
Carbide and Carbon Chemicals Company 
Electro Metallurgical Company 
Linde Air Products Company 

United States Steel Company 

Westinghouse Electric Corporation, 
Apparatus Division 


The individuals contacted in this survey were identified by these 
participating companies as those men in industry who, regardless 
of title, control and influence the purchase of their products. 
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Ford Uses Radio, TV, 
Papers and Posters 
in 1952 Promotion 


DEARBORN, Micu., Feb. 1—The 
1952 Ford passenger cars and 


trucks, introduced to the public | 


today, are being advertised in al- 
most all media, according to Gor- 
don C. Eldredge, advertising man- 
ager, Ford division, Ford Motor 
Co. 

The new passenger model was 
featured today in a spread inser- 
tion in 54 newspapers in 42 cities 
and in a full-page advertisement 
in 6,050 newspapers in 5,400 cities. 

This introduction-day promotion 
was preceded by pre-announce- 
ment advertisements in 3,000 
newspapers in some 2,500 cities 
and over 1,128 radio and 30 tele- 
vision stations. Introduction of the 
1952 cars also was featured last 
night in a “live” presentation on 
Ford’s NBC television show, “Ford 
Festival.” 

Mr. Eldredge said Ford is using 
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BARE OUTLINE—Three thousand news- 

papers carried this pre-aonnouncement ad 

several days before Ford’s new models 
bowed. 


13,000 outdoor posters and the fol- 
low-up campaign will use full- 
color magazine ads, Sunday comic 
sections and 5,250 newspapers in 
about 5,000 cities. Ford dealers will 
follow up the introduction with 


|advertisements in 6,100 newspa- 
pers in 5,360 cities. 

In the Chicago area, the Metro- 
politan Chicago Ford Dealers 
Assn. will back the promotion by 
sponsoring a slogan contest in 
which a new car will be given 
|away on five successive days, 
{starting Feb. 1. Seventy-one 
dealers are participating in the 
campaign. 

The association said other 
dealers in downstate Illinois also 
are holding contests, awarding TV 
sets and money as prizes. 

J. Walter Thompson Co. handles 
Ford advertising. 


| Appoints West Coast Rep 
| Jewelers’ Buyers Guide, New 
| York, has appointed McDonald- 
Thompson Co. to represent it in 
California, Colorado, Oregon, Tex- 
as and Washington. 


| Hotels Appoint Blitz 

Hotel Gearhart, Gearhart, Ore., 
and John Jacob Astor Hotel, As- 
toria, Ore., have appointed Blitz 
Advertising, Portland, to direct 
their advertising. 


2 Premises, 7 Steps Determine Selection 


of Business Papers by 


New York, Jan. 29—The entire 
business of buying space in busi- 
ness publications revolves around 
two fundamental considerations: 


(1) How many readers of a parti- | 
cular publication are prospects for | 


a specific product to be adver- 
tised? and (2) how well do those 
readers read the magazine in ques- 
tion? 

With these premises, Kenneth L. 
Walters, head of the apparatus 
media department of General Elec- 

| tric Co., told members of the East- 


ern t. f. Club today the seven steps | 


taken by GE in buying business 
} paper space. 

| Mr. Walters emphasized that 
GE regards business papers as an 
essential means of communication. 
|“They provide a low cost method 
of multiplying the effectiveness of 
the sales force,” he said. “Intelli- 
gently used, business paper adver- 
tising is an investment for more 
effective selling.” 


for the general industrial publications 
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Mill & Factory received 16% more 
mentions than the second publication 
despite the fact that the second has 33% 


more circulation. 


2. Factory Management 


3. 
4. 
5. 
6. 


buying. 


1. Mill & Factory. .....14.5¢ 


& Maintenance . ... .22.4¢* 
Industry & Power. . .26.6¢ 
Plant Engineering. ..27.7¢ 
ere: 
Modern Industry. .. .55.7¢ 


*]t costs you 50% more in the next lower 
ranking industrial publication to reach 
the men who control and influence 


Dollar for dollar, and buyer for buyer, your best 
medium for advertising your products to the 
general industrial market is Mill & Factory. 


Mills Factory 


a conover mast eusLICATION 


e 2 


YOUR PRODUCT. 


This joint survey—the largest ever conducted in the 
industrial field—demonstrates conclusively the 
outstanding superiority of the unique Mill & Factory 
circulation method in reaching the men in industry, 
regardless of title, your salesmen have to see to 
sell your product. 


a) 
n 
- 


205 EAST 42ND STREET, NEW YORK 17, N.Y. 
REACHES THE MEN, REGARDLESS OF TITLE, YOUR 
SALESMEN MUST SEE TO SELL 


Genera! Electric 


The seven steps taken by GE 
are: 

1, Get to know the product to 
be advertised. 

2. Define its market, bearing in 
mind that markets are men, not 
just geographical areas, or indus- 
trial units, or the financial status 
of companies. To know your mar- 
ket, he suggested, it is necessary 
to know the men who compose it, 
how they think, what they read, 
and the kind of information they 
seek. 

3. Define the amount of adver- 
tising needed for maximum market 
penetration in the minimum num- 
|ber of papers required. It is im- 
possible for even large advertisers 
to use all business papers reaching 
a potential market, Mr. Walters 
| said, which makes it imperative 
| that papers used should be care- 
| fully and intelligently selected. 
| 4. Select the appropriate media 
| group for specific products. Often 
| several magazines cover a poten- 
tial market, but certain ones in 
the group have an edge over com- 
petitive papers in their coverage of 
| specific areas of the market. 

5. Measure each magazine’s po- 
tential to reach the people you 
want to reach, 

6. Select the paper or papers 
best suited to your current needs 
and budget. 

7. Measure results of advertisifig 
by means of sales trends, market 
research, inquiries and _ similar 
methods. H 


. 


; 
# In this connection, Mr. Walters 
suggested that the proposed NIAA 
Research Institute might well ex- 
plore ways and means of measuf- 
ing industrial advertising effee- 
tiveness as one of its first projects. 
It was announced at the meé@t- 
ing that the present membership of 
the Eastern t. f. Club is now 1§4. 
It was also announced that a meé@t- 
ing of officers of all t. f. Clubs will 
be held Feb. 19-20 at Cleveland to 
explore the possibility of integrat- 
ing the activities of local clubs amd 
of forming a national organizati@n 
of representatives of business, p 
fessional and industrial publigh 
tions. ‘ 


‘Herald’ Increases Price 

The Herald, Portsmouth, N. H., 
has increased its price to 6¢ r 
copy and 35¢ per week. 


82°* In POPULATION 


among Sales Managements’ 
162 Metropolitan County Areas 


@ 
I your newspaper campaign 
includes the first 100 mar- 
| kets according to population 
| —then over 234,000 Quad- 
| Citians are among your tar- 
| gets. On the Illinois side live 
|). 57% of Quad-City popula- 
tion. And you cover Illinois 
' Rock Island, Moline 
i East Moline (3 of the 4) 


and 


when you use 


LOS PRI Vx es 


| The MOLINE Digeated 
The ROCK ISLAND 7Fagus 
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Children Create a Problem... 


Branches Spawned by Major Stores 
Run Ahead of the Latter in Sales 


Jan. 29 


specialty 


BostTos Department 
branches 


more rapidly than 


ind store 
increasing sale 
their parent stores,. according 
a study 


the Harvard Business School 


The first comprehensive study of 


branch stores found “a continuing 


growth of consumer preference 
toward shopping in retail units 
which are easily accessible’ by 
automobile.” 

The report reveals that in 1950 
the typical branch department 
store increased sales over 1949 
by 10.92% while the parents of 


these stores improved volumes by 
only 3.57%. The specialty store 
branches also beat their main 
stores in volume increase, the typi- 
cal figures being 131% and 0.39%, 


respectively 


® Sales records for 1949 and 1950 
showed that the department store 
outdistanced the special- 
tore branches in increased vol- 
but Prof. Milton P. Brown, 
who conducted the survey, at- 
tributed this to the fact “that the 
“department store branches are 
; and therefore growing 


ep 
ore rapidly than the more mature 


branche 
ty 
ume, 


@tores in the specialty group.” 
The study underscores the con- 
@usion that branch stores are 


@peraied primarily by large com- 
Panies. Covered in the survey are 


#8 specialty store and 56 depart- 


Ment store branches, all of these 
anches operated by 37 parent 
wes. The average department 
wre branch had a sales volume 


$1,343,000 in 1950, whereas the 
ical specialty store branch had 
@ $1,024,000 volume. The typical 
4 artment store parent had a 
lume of $22,336,000 and the spe- 
@alty store parent a volume of 
$10,534,000 
BIn addition to making a better 
wing than their parent stores, 
the department and specialty store 
Ganches also increased sales more 
Mpidiy than independent stores of 


nilar size. 
@ Expense figures quoted in the 
@udy show that the branch stores 
are able to secure many advan- 


tages by “living off” their parents, 


MR. WILLARD S. SAYLES, 
Manager of General Outdoor’s 
Paint Service Department in Chi- 
cago, has been appointed man- 
ager of the firm’s Minneapolis 
office. Except for Wartime serv- 
ice as an Air Force Captain, 
Sayles has been with GOA since 
1938. His experience covers all 
major departments, including 
Local Sales, Sales Promotion, 
National Contact and Lease De- 
partment. This thorough back- 
ground will serve him well in 


the Minneapolis job. 
(Advertisement) 


are 


to 
by the research division of 


particularly those branches which 
are located near the parent store. 
This especially noticeable in 
advertising where the branches re- 
ly on the promotions of the parent 
store. Branch located the 
greatest distances from the main 
store report the highest advertis- 
ing expenses 

Parent stores also have higher 
expenses because they have more 
employes in nonselling functions 
Average direct payroll expenses 
for the department and specialty 
store branches were 13.25% and 
12%, respectively, compared to 
18.64% and 19.05% for department 
and specialty store parents 


Is 


stores 


s A comparison of companies with 
branches and those without dem- 


onstrated clearly that branch stores 
do not guarantee greater profits. In 
1950, the average company without 
branches increased sales 7.8%, 
while companies with less than 
15% branch store sales and com- 
panies with 15% or more branch 
store sales had increases of 7.5% 
and 5.7%, respectively. Signifi- 
cantly, the main stores of the two 
branch groups increased sales by 
only 344%. 

The study concludes that “there 
is some indication that branches 
may be detrimental to the volume 
growth of their parent stores,”’ but 
points out that “firms not in the 
branch store business cannot over- 
look the importance of the fact 
that the erection of branches by 
competitors may, in the long run, 
act to retard the growth of non- 
branch firms. 

“In other words, the establish- 
ment of branches must be re- 
garded, at least in part, as a de- 
fensive measure. ‘If you dbn’t, 
your competitor will.’ The univer- 
sal acceptance of this latter at- 
titude, however, may create a 


surplus of store capacity in this 
country as the branch store move- 
ment continues to spread. Should 
this situation arrive, the effect on 
parent store volumes may be 
severe.” 


Maine Sardine Starts Push 

The Maine Sardine Industry has 
started a two-month coast-to-coast 
advertising and promotion cam- 
paign to inform housewives of new 
uses for the product. Regular in- 
sertions of sizable copy in 200 
daily newspapers supplemented by 
free distribution of severai hun- 
dred thousand copies of a 32- 
page recipe book are being used. 
Advertising, handled by Brooke, 
Smith, French & Dorrance, New 
York, is financed by a 25¢-a-case 
tax set up by the state legislature 
at the industry's request. 


Magazine Salesmen Elect 
Phillip E. Nutting, New England 
manager for Holiday, has been 
elected governor of the Lantern 
Club, Boston organization of maga- 
zine space salesmen. Joseph 
Arcisz of House Beautiful has been 
elected secretary-treasurer. 
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Nudist Magazines Charge 
Censorship in New York 

Sunshine & Health and Sun 
Magazine, nudist magazines, have 
charged in supreme court, New 
York City, that two local officials 
are attempting to “set up a censor- 
ship of the press.”” Named as de- 
fendants are City License Com- 
missioner Edward T. McCaffrey 
and Police Commissioner George 
P. Monaghan. 

The suit charges Mr. McCaffrey 
with warning 1,200 newsdealers 
last November to stop selling Sun- 
shine & Health. It added that four 
dealers were subsequently arrested 
for selling the magazine. 


B-B Pen Introduces Xm 

A new product that cleans eye- 
glass lenses and repels collections 
of dirt, fog and frost for 24 hours 
has been introduced by B-B Pen 
Co., Hollywood. Called Xm, it is 
packaged like a_ lady’s lipstick 
and retails for 49¢. Each stick re- 
portedly will last the user one 
year. Advertising, handled by Mil- 
ton Weinberg Advertising, Los 
Angeles, will be mostly coopera- 
tive, in newspapers and business 
papers, for the present. 


ADVERTISING OFFICES 


from DISTRIBUTORS _ 


from READERS 


TIME 


NEW YORK 


-who want to reach important cus- 


tomers all over the world . . 
the world in TIME International .. . . 


who can measure advertising 


in their order books . 
world through TIME I 


They sel 


impact | 
the )J 


nternational . . 


world in 


ATLANTA BOSTON 


able to buy... 


who are alert, intelligent —eager and 
They keep up with the 
TIME International ...... 


THE 
IMPORTANT 
MAGAZINE 


CLEVELAND 


EVERYWHERE 


DETROIT 


_ They tell J 
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Lane Allots More to 
th dar chest < & vith 
Tables, Chests Ads = he ceder,_ chest account, | with 


Attavista, Va., Jan. 29—Lane ling table advertising. 
Co., manufacturer of tables and} 
cedar chests, has announced a sub-| ‘Sunset’ Promotes Dobson 
Stantial increase in 1952 national Sunset Magazine has promoted 
advertising. John G. Dobson, for the last three 
T. R. Potter, sales promotion | years a member of its San Fran- 
manager, said the ad program will | cisco sales Staff, to assistant east- 
concentrate on showing the wide! &™” advertising manager — = 
variety of designs and finishes ete in Les Angeles, (hatte V. 


; ; Derham, formerly with the adver- 
"ines oot er a0 custeay tacts ieee rents eens 
a ser- cisco ronicle, has been appoin 
tion frequency of a full-color page| assistant to the eastern pot ree 
each month in Life and Seventeen, ing manager, with headquarters in 
plus occasional supplementary col- | San Francisco. Jack _D. Wilkins, 
or pages in Look. An innovation | Sr Sotland, hae joined che a 
pr, «gah romeo ne _— aaa sales staff in the 
April and May issues of Better) a 
Homes & Gardens, This series will Gjbbons Adds Jitty Products 
carry an editorial format and will! J. J. Gibbons Ltd., Montreal, has 
stress the functional design of Lane been appointed to direct advertis- 
models. ing for Jiffy Products Inc., Mont- 
Lane will continue to supply Teal, manufacturer of Jiffy Sew 
dealers with merchandising aids, mending liquid, Ironeze ironing 


| window displays. 
Young & Rubicam is handling 


5 THIS MY LAST FLIGHT, pocr | 


ANOTHER ‘ADVERTORIAL’—The second Atlantic Monthly public interest advertiser 

(AA, Nov. 19, ‘51) will be the Liberty Mutual Insurance Co., Boston, which will run 

@ six-page ad in the February issue—five pages telling the story of “Humanics” 
and one page showing o standard ad. 


French to ‘Business Week’ 


McGraw-Hill Publishing Co. de- Business Week. 


I partment of economics, has been 
Peter French, formerly with the named a senior news editor of 


: : board pads and other household 
including newspaper mats and 


products. 


“The overseas editions of TIME 
reach a very valuable and influential 
group of citizens throughout the 
world—and consequently, carry our 
messages to important people every- 
where. We feel it desirable for Inter- 
national Harvester to appear in all 
of TIME’s International Editions.” 
Fitzhugh Granger, 
Manager of Merchan- 
dising Services, Inter- 
national Harvester Ex- 
port Company. 


“T know of no other medium that is 
doing such an outstanding job as 
TIME in reaching top flight person- 
nel of South American companies 
and bringing American engineers and 
manufacturers to their attention 
with such force and prestige.” 
T. A. Dyke, Export 
Manager, Combustion 
Engineering-Super- 
heater, Inc. 


“To promote the sale of automobiles 
and trucks overseas we must reach 
influential, high-incomed and impor- 
tant members in government, busi- 
ness and consumer circles. We se- 
lected TIME Latin American to do 
this job back in 1941 and added 
TIME Atlantic, TIME Pacific and 
TIME Canadian as these media be- 
came available. This is the confidence 
we place in the prestige and influence 
this publication enjoys throughout 
the world today.” 
A. E. Albini, Advertis- 
ing & Sales Promotion 
Mgr., Export Division, 
The Studebaker Export 
Corporation. 


“Crane’s decision in choosing TIME 
has been the most successful enter- 
prise for getting the attention of the 
right kind of buyers and prospects. 
The TIME ads are helping us in- 
crease the demand for quality plumb- 
ing fixtures in our territory.” 
Adrian Barrios V., 
Wm. Crosby & Sons, 
Lima, Peru. 


“Advertising in TIME easily pro- 
duces quick and increased sales as 
people become more and more fa- 
miliar with the dependability of 
Westinghouse products.” 
Richard Resamny, 
Resamny Bros.,Liberia. 


“The advertisement of Universal 
Jeep in TIME’s Pacific edition is of 
great benefit to us in promoting sales 
of the Jeep in India. TIME is widely 
read and appreciated in this coun- 
try.” 
Keshub Mahindra, 
Director, Mahindra & 
Mahindra Ltd., Bom- 
bay, India. 


“TIME means a lot to me as a very 
busy man, because through its col- 
umns I keep up to date on every- 
thing that is happening all over the 
world in international affairs, music, 
science, religion, economics, etc.” 

A TIME Latin Ameri- 

can Edition Reader in 

Venezuela. 


ATLANTIC EDITION - PACIFI 


LONDON MONTREAL 


PHILADELPHIA 


“Over and over again, TIME has 
published facts which I know to be 
true, but which no other paper pub- 
lished. So, naturally, I assume that 
its statements on matters of which I 
do not know are equally likely to be 
true. 


” 


A TIME Atlantic Edi- 
tion Reader in Eng- 
land. 


ST. LOUIS SAN FRANCISCO 


“TIME Magazine opens windows 
into the free world’s council cham- 
bers, laboratories, drawing-rooms, 
lobbies, salons and backyards. In 
the course of our weekly peeping 
sessions, your TIME-reader feels 
that he has caught many world fig- 
ures in Various positions.” 

A TIME Pacific Edi- 

tion Reader in Hong- 

kong. 


* LATIN AMERICAN EDITION 


TOKYO TORONTO ZURICH 


‘Newspaper’ Tells 
Barreled Sunlight 
Ad, Sales Program 


PROVIDENCE, R. I., Jan, 29—Bar- 
reled Sunlight Paint Co. has pub- 
lished a special eight-page news- 
paper to tell distributors about its 
1952 advertising and sales promo- 
tion program 

Called “The Providence Sun,” 
the eight-column paper has stories 
on all phases of the company’s 
merchandising campaign. It has a 
regular newspaper format, with an 


| editorial page, cartoons and _ pic- 
| tures of executives and other per- 


sonnel. 

A full-page ad layout on Page 
3 presents the 17 products which 
make up the Barreled . Sunlight 
line. A similar layout on the back 
page explains that full-color pages 
will run in The Saturday Evening 
Post and shows 14 merchandising 
aids such as match books, painter 
caps, truck and door decals and i|- 
lustrated booklets. 

A local cooperative advertising 
program announced in the paper 
stresses that Barreled Sunlight will 
split half the costs of any author- 
ized advertising featuring the com- 
pany’s products exclusively. The 
story also advises distributors that 
“impartial surveys show newspa- 
per advertising to be still the most 
effective local medium for paint 
advertising.” 

Financial Advertisers Elect 
Richard Meyer, manager of t 
financial advertising department 

of the Wall Street Journal, 
been elected president of the N 
York Financial Advertisers Assp. 
He succeeds Clarence L. Suilwi 
director of public relations, Nini 
Federal Savings & Loan Assp. 
Other officers elected include E 
ward F, McDougal, assistant trea- 
surer in charge of advertising and 
publicity of Bankers Trust Co., b 
v.p. and Howard J. Carswef, 
manager of the publicity depart- 
ment, Guaranty Trust Co., 2nd vp. 


Ben Sackheim Boosts Three 
George B. Pampel, an account 
executive for Ben Sackheim i 
New York, since 1949, has be 
elected v.p. of the agency. Robelt 
E. Williams, responsible for a 
heim’s market and media resear 
activities, has been appointed 
media director. Hugh A. Gigante 
has been promoted from produé@- 
tion manager to coordinator of a 9 
duction and creative departments, 


Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 

trade paper .. . Harper’s . . . which 
they read for facts and opinions 
they retail to millions. 

Ash for the facts 
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Loew’s Divestment 
of Theaters Ends 
Long Federal Case 


WasuincrTon,’ Jan. 30—Comple- 
tion of a consent decree next 
Wednesday splitting the film pro- 
duction and exhibiting activities of 
Loew's Inc. winds up the Justice 
Department's long anti-trust liti- 
gation in the film industry. 

Previously, the department ob- 
tained a federal court injunction 
forcing a revamping of the indus- 
try’s booking practices. It also 
filed consent decrees forcing major 
film producers to divest them- 
selves of theater ownership. 

The Loew’s order follows the 
general pattern of previous agree- 
ments involving Paramount, RKO, 
Warner's and Fox 


@ Under the agreement, Loew's is 
required to separate its domestic 
theater exhibition business from its 
film production and distribution 
business and to divest its film ex- 


hibition business of about 24 
theaters, mostly in New York City. 

In about 50 localities, Loew’s 
must either get rid of a theater 
or, if independent operators are 
not afforded a reasonable oppor- 
tunity to procure films, refrain 
from licensing a substantial por- 
tion of the film product released 
by eight major distributors. 

Assistant Attorney Genera] H 
G. Morison, in charge of the anti- 
trust division, claims that the com- 
pletion of consent decrees against 
the five large firms has laid a 
substantial basis “for injecting 
needed competition into the mo- 
tion picture business.” 


Meyer Joins A. P. Hill Co. 


John D. Meyer, formerly senior 
account executive with James A. 
Stewart Co., Carnegie, Pa., agency, 
has been appointed v.p. and ac- 
count executive of Albert P. Hill 
Co., Pittsburgh. 


‘American Aviation’ Joins ABP 


American Aviation has joined 
Associated Business Publications 


Financial Advertisers Elect 


Richard Meyer, manager of the 
financial advertising department 
of the Wall Street Journal, has 
been elected president of the New 
York Financial Advertisers. 

Elected Ist v.p. was Edward 
F. McDougal, assistant treasurer 
in charge of advertising and pub- 
licity of Bankers Trust Co. Mrs. 
Isabelle Murray, president of Hud- 
son Advertising Co., was reelected 
secretary, and Robert J. Stiehl of 
Banking was reelected treasurer. 


Kelly Buys Half of KUGN 

Ewing C. Kelly, formerly v-p. 
and general manager of KCRA, 
Sacramento, Cal., has purchased a 
half interest in KUGN, Eugene, 
Ore., from Birke Bros., Eugene 
The other half interest is held by 
C. H. Fisher, who is also owner 
of KIHR, Hood River, Ore 


Martin Joins NBC Sales 
William J. Martin, formerly 
sales representative in the Phila- 
delphia area for Look, has been 
appointed a sales representative 
in the radio network sales depart- 
ment of National Broadcasting Co 


The Wall Street Journal—Reports 


contracts. 


Ever-expanding 
more space. 


A te 


MORNING 


; CONNECTICUT PROSPERS most in New 
England these days. 
In Hartford County, key industrial center, 
{ output is running 30% ahead of last year and 
t only 20% below the peak production period 
i of World War II. The Nutmeg State has 
snared over half of New England’s military 


United Aircraft Corp. is a big factor in the 
boom. By late 1952 it will have doubled its 
pre-Korean employment to 40,000 or about 
10% of the state’s industrial employment. 
insurance companies need 
Aetna Life will enlarge what 
; is already one of the world’s biggest office 
H buildings and Aetna Fire is forced to convert 
a former iron foundry into office space. 
Statler Corp. is building a $5 million hotel in 
Hartford next year, one of the few new 
hostelries planned in the country. 


Business is booming in Hartford County! Steady em- 
ployment and high wages make this one of the best 


spots in the Nation to place your advertising. 


This rich, busy County is dominated by The Sunday 
Hartford Courant. 
morning, evening or Sunday has so many readers. No 
other Connecticut newspaper ever covered so large an 


area, so thoroughly! 


@ FOR A BIG MARKET ... USE A BIG PAPER 


The Hartford Courant 


REPRESENTED NATIONALLY BY GILMAN, NICOLL & RUTHMAN 


The 


No other Connecticut newspaper, 


PAGE 1 
Dec. 27-51 


SUNDAY 


| try 
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DOUBLE PUSH—Koret of California's spring women’s sportswear promotion, themed 
“Season in the Sun,” is getting an extra push from Pan Americon World Airways 
which is tying in its vacation travel advertising with the Koret campaign. This page 
ad is one of many to run in women’s magazines. Abbott Kimball Co., San Francisco, 
is the Koret agency and J. Walter Thompson Co., New York, is the airline's agency. 


Boltaflex Sheeting Ad Drive Starts; 
It Includes 134 Pages in ‘Retailing’ 


LAWRENCE, Mass., Jan. 30—“The 
answer to a maidless prayer” is 
one theme being used in a new 
magazine campaign starting in 
March for Boltaflex, self-sup- 
ported plastic sheeting manufac- 
tured here. 

Color pages and pages and a 
half will begin appearing in March 
in Better Homes & Gardens, Coun- 
Gentleman, House Beautiful 
and The Saturday Evening Post 
with the Ladies’ Home Journal, 
McCall’s and Parents’ Magazine 


| scheduled for later in the year 


Bolta Product Sales Co. also is 
headlining ads, “If you love luxury 
but like it washable,” to point up 
the convenience features of its 
product, which is used for uphol- 
stery purposes and comes in sev- 
eral designs and colors. Some 
varieties simulate leather while 
others are patterned to appear as 
fabrics. 

Boltaflex was put on the mar- 
ket in January, 1947, and has de- 
veloped into a $20,000,000 business 
in the past five years. According 
to Sol Sackel, director of adver- 
tising for the company, one com- 
pany had 90% of the plastic sheet- 
ing business when Bolta set up 
shop, but today Bolta has annexed 
65% of the market and is still 
going strong 


@ Mr. Sackel said that the com- 
pany is using what it believes is 
the largest trade campaign for one 
product in one publication: 134 
pages for Boltaflex in Retailing 
Daily. Also on the trade schedule 
are Chain Store Age (Variety 
Store edition), Furniture South, 
Magazine of Building, National 
Furniture Review, Plastics Mer- 
chandising, Playthings, Sporting 
Goods Dealer and all market guide 
books. 

Another Bolta product is seat 
covers, Bolta, according to Mr. 
Sackel, in a little over a year has 
assumed 75° of the plastic seat 


cover business. Automotive Re- 
tailer and Motor Age are being 
used in a campaign to the trade. 

Mr. Sackel told AA that Bolta 
attributes the success of its pro- 
motion to the fact that its man- 
agement is young and without pre- 
conceived ideas. 

“Not being limited by tradition,” 
he told AA, “we will experiment 
with promotional ideas.” 

H. B. Humphrey, Alley & Rich- 
ards, Boston, is the Bolta agency. 


Clenaghen Adds 4 Accounts 

Jack Clenaghen Advertising, 
Portland, Ore., has been appointed 
to direct advertising for Far North 
Sportsmen's Supply Inc., Portland 
mail order sporting goods com- 
pany. Schedules will appear in 
Alaska Sportsman, Field & Stream 
and Outdoor Life. The agency also 
has been appointed by The Fur- 
niture Four, a cooperative buying 
and promotion organization of re- 
tail furniture stores in Oregon, 
General Electric Supply Corp. and 
Sandy Kodak Stores, all of Port- 
and. 


Furlong Heads ‘Times-Herald’ 

Thomas R. Furlong, financial 
editor of the Chicago Tribune since 
1939, has been appointed manag- 
ing editor of the Washington 
Times-Herald, owned by the Trib- 
une Co., Chicago, Philip F. Hamp- 
son, assistant financial editor for 
the Chicago newspaper for the last 
12 years, has been appointed to 
succeed Mr. Furlong. 


Sizer Elected Chairman 

Lawrence B. Sizer, v.p. and pub- 
lic relations director of Marshall 
Field & Co., Chicato, has been 
elected chairman of the board of 
the State Street Council, a group 
of State St. merchants and prop- 
erty owners in Chicago. He suc- 
ceeds Joe] Goldblatt, of Goldblatt 
Bros. 


WLTV Appoints Moore 

WLTV, Atlanta, has appointed 
George P. Moore Jr., formerly di- 
rector of sales of WLW-TV, Cin- 
cinnati, genera] sales manager. 
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B&B Media Chiefs 
Assigned to Groups | 
of Specific Clients 


New York, Jan. 29—In a new 
and pioneering alignment of de- 
partmental functions, Benton & 
Bowles has appointed three new 
media directors who will operate 
under the general supervision of 
H. H. Dobberteen, v.p. in charge 
of media. 

The three directors are George) 
Kern, Dan Potter and Herbert Sel- 
by. Mr. Kern joined B&B in 1941 
and has been director of the radio 
and television buying division. Mr. | 
Selby joined the | 
agency in 1948 | 
and has_ beer: 
manager of pub- | 
lication media. | 
Mr. Potter joined 
the agency last 
year and has 
been handling 
Procter & Gamble 
media. 

Under Mr. Dob- 
berteen’s over-all George Kern | 
supervision, each | 
of the new media directors will be| 
assigned to a group of specific ac- 
counts and will be responsible for | 
all activity on those accounts, in-| 
cluding publication, radio and TV 


Don Potter Herbert Selby 


broadcasting and outdoor adver- 
tising. 

This is believed to be the first 
organization of a large media de- 
partment along account lines in- 
stead of by media functions. 


MICHAEL ROGERS 

EvaANsTON, ILL., Jan. 29—Michael 
C. Rogers, 60, for the past 40 years 
v.p. of Kelly-Smith Co., Chicago 
newspaper representative, died 
here Sunday in his home. 

Mr. Rogers spent his entire busi- 
ness career with Kelly-Smith, 
joining the company in 1951 upon 
his graduation from college. He 
was v.p. of the Chicago chapter of 
the American Assn. of Newspaper 
Representatives. 


LADISLAS MEDGYES 

New York, Jan. 29—Ladislas 
Medgyes, 59, art director of Helena 
Rubinstein Inc., died of a heart 
attack Jan. 25 at his home. A native 
of Hungary, he was graduated} 
from the University of Budapest | 
and the Sorbonne in Paris, and at-| 
tained fame as a painter before} 
entering the business field. He 
joined Helena Rubinstein Inc. in 
1935 as art director in charge of | 
packaging, and his work was cited | 
on several occasions by designers’! 
groups. | 


BENJAMIN FARER 

WaTERBURY, CONN., Jan. 29— 
Benjamin Farer, 59, president of | 
Farer News Co. and Farer Trans-| 
portation Co., who rose from news- 
boy to ownership of one of Con- 
necticut’s largest newspaper and 
magazine distributing organiza- 
tions, died yesterday of a cerebral 
hemorrhage in St. Francis Hospital, 
Miami Beach, Fla. 


SAMUEL M. CHRISTIE 

HIGHLAND Park, N. J., Jan. 28— 
Samuel M. Christie, 87, retired 
newspaper publisher and former 
owner of Christie Press, New 
Brunswick, N. J., publisher of the 
New Brunswick Spokesman and 
South River Spokesman, died Jan 
25 at St. Petersburg, Fla. He re- 
tired six years ago. 


| Advertising Agency, 


Born in Scotland, Mr. Christie 
came to this country in 1888 and 
worked for the old New York Her- 
ald for ten years before buying the 
Record of Richmond Hill, L. L., 
for $100. Three years later he sold 
it for several thousand dollars. For 
a time, Mr. Christie was publisher 
of the New Brunswick Times, then 
a daily, but now a weekly Sunday 
paper. In 1916 he bought the 
Standard Printing Co. and changed 
the name to the Christie Press. 


LLOYD C. THOMAS 

KEARNEY, NeEsB., Jan. 29—Lloyd 
C. Thomas, 62, owner and presi- 
dent of Station KGFW, Kearney, 
and formerly a National Broad- 
casting Co. executive, died here 
last week. 


A. ORRIE CARSON 

Tupe.o, Miss., Jan. 29—A. Orrie 
Carson, 51, president of Carson 
Chicago, and 
owner of Station KSMN, Mason 
City, Ia., 


suffering a heart attack two weeks 
ago while driving to Chicago from 
a business trip in New Orleans. 
Prior to 1945, when he formed 
the agency, Mr. Carson was pub- 


lisher of the Chicago Northside 
Newspapers, a group of 23 week- 
lies. 


EDWARD DOORLY 

New York, Jan. 31—Edward 
Doorly, 78, first editor-in-chief of 
Women’s Wear Daily, died yester- 
day at his home in Saugerties, N. 
Y. Although he retired ten years 
ago, he had continued to contrib- 


ute to Women’s Wear Daily and) 


other Fairchild publications until 
his death, frequently under the pen 
name of Edw. Drayton. 

A native of Barbadoes, B. W. I., 
he received a law degree from 
Harrison College there and came 
to the U.S. in 1898. The following 
year he joined the staff of Daily 


Trade Record, predecessor of Daily | 


|five years ago. 
|owned two business publications, 
| Modern Grocer and Western Ar- 


child papers. 

Mr. Doorly was credited with 
having hired and trained many of 
the present executives of the Fair- 
child organization. 


WILLIAM J. MCDONOUGH 

HamMmMonp, INp., Jan. 31—Wil- 
liam J. McDonough, 81, former 
Chicago agency head and business 
paper publisher, died here yester- 
day after a lengthy illness. 

Mr. McDonough, resident of 
Evanston, Ill, for more than 70 
years, operated the McDonough 
Advertising Agency in Chicago for 
about 20 years until his retirement 
Previously he 


chitect, and was publisher of Dry 
Goods Reporter for a number of 
years. 

He was a past president of the 
Chicago Business Papers Assn. 


News Record. He became chief| Leary to Long Advertising 


editorial assistant to the late E. 


David F. Leary, formerly Pacific 


died here Saturday after W. Fairchild, founder of the Fair- Coast representative of the Amer- 
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ican Institute of Food Distribution, 
has been appointed merchandising 
director of Long Advertising Ser- 
vice, San Francisco. 


Sales Builder 
A Powerful Good-Will 
« The smoothest writing Ball 
Point Pen GUARANTEED 
* Revolutionary sew airflow 
principle 
« Perfectly balanced 
* Maroon or black, with 7 
gold-tone cap and 


clip 
« Precision manu- 
factured for one 


Th 7 
complete EXTRA 
Refill UNIT for 
doubl? service 
FREE SAMPLE 
and quantity prices 
on request. 
Write today! 
CHARMS & CAIN 


407 $. Dearborn St., Dept. AP-4, Chicago 5, Iii. 


CROCKER, BURBANK PAPERS 


INCORPORATED 


FITCHBURG «+ 


Reach ‘Em and Reap 


MASSACHUSETTS 


he cards are just naturally stacked 


for you when you take advantage of the super- 


with Crocker DAY-GLO’ 
Coated Papers! 


ek DN a Re Ct SORIA 


brightness of Crocker DAY-GLO® coated papers. 
All your advertising works harder for you, is 
easier to see, easier to read, when it’s printed on 


these—the brightest papers in the world. 


Your inserts have new eye-appeal. Your 
point-of-purchase identification goes up with less 
resistance and stays up longer. Your direct mail ha- 
eve-catching, customer-stopping brilliance. 

So—if you want to reach more buyers and 

reap more sales—specify Crocker DAY-GLO 

coated papers. Samples are available at 

Crocker DAY-GLO Paper Merchants. 


Be Bright— use DAY-GLO 


SWITZER BROTHERS, INc. 


_ 4732 ST. CLAIR AVENUE 
ae CLEVELAND 3, OHIO © 
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SELECTIVITY —by circulation methods 


Advertisers get two-way assurance of intensive 

readership by the right people in “U.S. News & World Report.”’ 
Its “pocketbook news” analyzes the essential news for 

what it means to business and the professions. This news 
naturally selects and seeks out the people with the 

biggest stake in such news... high-income people of importance. 
Circulation methods are selective too: a six months’ trial 

offer by mail, to screened lists of important veople. 

Nothing else. No salesman calls, no premiums, no gimmicks. 
Important people know what they want without 

premiums or pressure. Only at the end of the trial period 

do they have the option of subscribing for one, two, 

or three years—after they’ve had the chance 

to want our magazine. 


Class News Magazine 
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Newsstand circulation is equally selective. 
Although showing an 87% gain, it is still restricted 
to about 20% of the nation’s newsstands, the 
blue-chip magazine counters in big business and 
better residential areas. Thus, the advertiser 

gets concentration among his important prospects, 
in every level of decision, about what he has 

to say or sell. He gets intensive and respected 
readership by busy people of responsibility— 

in management, production, development, sales, 
distribution, engineering, finance—in business, 
industry, government and the professions. 

That’s one reason why 1951’s advertising dollar 
volume in “U.S. News & World Report’’ was 

53% ahead of the previous year. 

That’s why “U.S. News & World Report’’ can 
produce results for you in 1952. 
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FIRST IN ADVERTISING GROWTH 
| e e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


magazine | «World Report | ‘erin ews ascou on oriso. 


Greatest in Its Field 
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Duane Jones Suit, Defendants’ 


Reply Read Like ‘The Hucksters’ 


COMPLAINT 
(Continued from Page 1) 
Manhattan,” was to “obtain un- 
just financial enrichment at the 
expense of” the Duane Jones Co 
The defendants, according to the 
complaint, “conceived, adopted and 
effectuated the further scheme of 
entering into a course of conduct 
designed to deprive the plaintiff 
(the Jones Co.) of its lawful com- 
missions and divert said commis- 

sions to themselves.” 


s Upon refusal of the “unusual 
and irregular financial demands,” 
said the complaint, “Mr. Burke and 
Manhattan Soap entered on a 
course of conduct and conspired 
with Mr. Scheideler to destroy 
Mr. Jones’ business.” 

Then, Mr. Jones’ complaint said, 
Mr. Scheideler approached Messrs 
Hayes, Werner, Gill, Beck, Brooks, 
Hulshizer, Hubbard and Hughes 
and “induced them to become en- 
gaged” in the “conspiracy.” 

One object of the plan, accord- 
ing to the complaint, was “to force 
Buane Jones to sacrifice the stock 
h@ owned in the Jones Co. to Mr. 
Séheideler and the others, and to 
fofce Duane Jones to abandon the 
position he held” with the agency. 


« The complaint added that Mr 
Burke and Manhattan “schemed 
an@ planned with the others” to 
spfead rumors to the effect that 
thé soap company was unhappy 

it the service it was getting 

1 the Jones agency and that it 


ned to switch the account to| 


a her agency | 
yese rumors, charged the com- | 


it, were circulated for the pur- 
om of encouraging Mr. Scheideler 
to @nter the conspiracy. Mr. Burke 
an@ Manhattan, it continued, 
thm@atened Mr. Scheideler and the 
others that Manhattan would dis- 
cofitinue doing business with the 
Jofies Co. if Mr. Scheideler and 
thé other agency executives failed 
to Bake part in the “execution of 
thé conspiracy.” 

Moreover, it was charged, Mr 
Burke and Manhattan “induced 
the defendants to agree to force 
Duane Jones to abandon his stock 
in their favor and be removed” 
from the Jones agency “on the 
promise that Manhattan would 
continue doing business with the 
Jones Co.” 


ein the event that this effort 
failed, the complaint went on, Mr 
Burke and Manhattan “promised 
to transfer not only their own busi- 
ness the conspiring employes, 
but also to make every effort to 
destroy Duane Jones’ business and 
enable the conspiring employes to 
take over same.” 

Between Jan. 2, 1951 and Sep- 
tember of the same year, the com- 
plaint added, Mr. Burke and Man- 
hattan threatened Mr. Jones that 
they would remove their account 
unless he sold his stock to Mr 
Scheideler and the others 

Mr. Burke was charged with 
having “reviled and defamed 
Duane Jones by false and scur- 
rilous statements concerning his 
integrity and personal habits, all 
to further the conspiracy.” 


to 


@ Then, continued the complaint, 
between Jan. 2, 1951 and July 3, 


1951, Mr. Burke and Manhattan 
“acquired from Mr. Scheideler 
confidential information concern- 


ing the plaintiff's financial con- 
dition, the status of its accounts 
and other business conditions.” 


ers “in breach of their fiduciary 


duties” to the Jones Co., “with 
full knowledge by Mr. Burke of 
the said breach, and publicized 


said confidential 
revealing it to other customers” of 
the Jones agency. 

According to the complaint, Mr. 
Burke and Manhattan “encouraged 
and induced the other nine in- 
dividual defendants to threaten 
the plaintiff that unless the de- 
mands of the nine were met, they 
would walk out en masse on 48 
hours notice, thereby causing ir- 
reparable damage to the plaintiff.” 


s To further the “conspiracy,” it 
was alleged, “the defendants pub- 
licized numerous rumors and false 
statements that the plaintiff lacked 
stability and would not, in the near 
future, be in a position to service 
its accounts, and spread false and 
;malicious rumors through the ad- 
vertising trade that a large num- 
ber of the plaintiff's clients were 
in the process of discontinuing 
business relations with the plain- 
tiff.” 

Moreover, said the complaint, 
the defendants spread rumors that 
the Jones Co. “would soon be 
forced to discontinue business and 
the defendants would take it over; 
that Duane Jones had lost interest 
in the business and was a sick 
man; that employes were resign- 
ing and that the office was in a 
state of chaos 


s “In furtherance of the conspiracy 
| (they) created a state of hysteria 
among employes (at the Jones 
agency) by disseminating infor- 
| mation that their employment was 
insecure due to the proposed dis- 
solution and disintegration of the 
| plaintiff corporation; and by false- 


mors through the advertising trade 
and among the plaintiff's custom- 


lers and employes that the defend- | 


|ants were negotiating to purchase 
| Duane Jones’ furniture and office 
| equipment; and by causing a num- 
| ber of employes to work on plans 
| for the formation of a new com- 
|}pany to take over the plaintiff's 
business.” 

| Commenting on the alleged plan 
| calling for his nine former execu- 
tives to quit en masse and “take 
many accounts and employes and 
start a new agency if he continued 
}to refuse to sacrifice his stock to 
jthem and abandon his position 
with the company,” Mr. Jones 
| said 

| 

\. “Robert Hayes [former Jones Co 
president] further informed Duane 
| Jones that the most important cli- 


a had already been ‘pre-sold’ 
jon such a plan.” 

When he refused the “ultima- 
}tum,” said Mr. Jones, his nine 


}executives quit “causing loss of 
| accounts and causing the disinte- 
}gration of the business.” He said 
|the agency was then unable to 
service “even those accounts which 
the defendants were unable to di- 
vert" to themselves 

Mr. Jones also alleged the nine 
“solicited and obtained clients of 
Duane Jones while still officers 
of the plaintiff for their own bene- 
fit.” 

He named the following accounts 
as having been “diverted” to 
Scheideler, Beck & Werner: Man- 
|hattan Soap, Heublein, Interna- 
tional Salt, Wesson Oil & Snow- 
-drift Sales, Mueller, Borden, Mar- 


lin Firearms, and MclIlhenny (Ta- | 


basco) 


information by | 


ly and maliciously circulating ru-| 


ANSWER 
(Continued from Page 1) 

of certain office clients, without 
the knowledge and consent of the 
principals (of the clients), with 
|the intention to influence such 
agents’ and employes’ actions in 
relation to the principals’ business, 
in violation of Section 439 of the 
Penal Law.” 

Mr. Scheideler and his fellow 
executives charged that Mr. Jones, 
“who had theretofore used alcohol 
with some degree of moderation,” 
began, “about October, 1947,” to 


| 


“drink to such excess that he was! 


regularly intoxicated during busi- 
ness hours and created scenes in 
public on the following occasions, 
among others.” 

The answer then detailed several 
instances, including the following: 

About April 1, 1951: “A pro- 
spective client which was about to 
change its agency was asked if it 
would entertain a presentation by 
the Jones Co. The reply was that 
no such solicitation would be re- 
ceived because it was well known 
to the prospective client’s officers 
that Duane Jones was frequently 
so intoxicated after lunch that it 
was doubtful whether he could en- 
ter or leave the elevator at 570 
Lexington Ave.” (where the Jones 
Co. has offices). 


® About April, 1950: “The princi- 
pal stockholder of an important 
client personally visited Duane 
Jones and warned him that he 
must stop his excessive drinking. 
About April, 1951, said client sev- 
ered its connection with the plain- 
tiff because its board chairman 
| had recently seen Duane Jones in 
the Oak Room of the Plaza Hotel 
completely intoxicated.” 

In December, 1949: “At a meet- 
ing in the Metropolitan Club in 
|New York, Duane Jones became 
intoxicated in the presence of the 
|} president of a prospective client 
}to the point where the plaintiff 
| was excluded from further consid- 
eration by the prospect.” 
|e “Duane Jones,” continued the 
|reply by the defendants in the 
| multi-million dollar suit, “on an 
| increasing scale, devoted less time 
to (his) business and grossly neg- 
| lected the accounts of his clients, 
| with the result that they became 
dissatisfied and expressed their in- 
tention of transferring their busi- 
ness to other agencies, and did so.” 

The defendants added that Mr. 


| 
| 
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Jones’ “excessive addiction to al- Jones was to be given regular 


cohol, the public spectacle which 
he made of himself, the public 
scenes which he created, and the 
neglect of his business became no- 
torious and matters of public 
knowledge throughout the adver- 
tising world and among advertisers 
and advertising agencies general- 
ly.” 


s When they couldn’t “preserve the 
plaintiff's business,” the defend- 
ants said, they “then decided to 
make an offer to buy Duane Jones’ | 
stock interest—and if he declined | 
—to seek other employment.” So, | 


| they said, about July 3, 1951, they! 


offered to buy his stock on the fol-| 


lowing terms: | 
$500,000 in full payment for his| 
equity. 

$200,000 for his salary at the 
rate of $25,000 a year for eight! 
years. “It was agreed that Duane 
Jones, if he wished, could loan the 
company $100,000 or $150,000 at! 
interest of 8%.” 

Mr. Jones accepted the offer, 
said the defendants, and on July 6 
announced to his employes that 
he was retiring. Then a similar 
announcement was made to the! 
press. This included the informa- 
tion that Robert Hayes would con- 
tinue as president and there would | 
be no change in personnel. 


@® “About July 10,” said the de- 
fendants, “Mr. Jones repudiated | 
his acceptance of the offer.’ What} 
happened after that is described! 
as follows by the defendants: 

Daily negotiations went on until 
about Aug. 1, when the final offer 
was made. The offer: 

$700,000 in instalment payments 
over a five-year period, plus % 
of 1% of commissions on all ac- 
counts as of record for a period of 
five years, based on 1951 appro-| 
priations—which would amount to 
about $45,000 a year, and % of 
1% of the commissions for a fur- 
ther period of five years, which 
would amount to about $22,500 per 
year. 

There would be no requirement 
that Duane Jones would render 
any services, and no restrictions 
as to his right to engage in any 
competing enterprise during the 
period covered by the offer. 


@ The first $200,000 of the pur- 
chase price was to be paid in Jan- 
uary, 1952, and commissions on 
accounts were to start at once 

The defendants were to put up 
“good faith” capital in the sum of, 
$125,000 

Finally, a certain proportion of 
current earnings would be set 
aside as a sinking fund to secure 
the annual payments—and Mr. 


monthly inspection privileges of 
all books of accounts. 

This final offer, the defendants 
said, was declined by Mr. Jones. 

“The plaintiff thereupon resigned 
the accounts. The clients had no 
contract with plaintiff and on their 
own volition and influenced to do 
so solely by Mr. Jones’ conduct 
and behavior transferred their 
business to other agencies.” 


®& The defendants added that about 
Aug. 17 last year, Mr. Jones “pur- 
portedly discharged for cause” Mr. 
Hayes, Mr. Hubbard, Mr. Hughes, 
Mr. Beck and Mr. Brooks. 

And, Mr. Jones’ conduct and be- 
havior “made it impossible for 
the defendants, Mr. Scheideler, 
Mr. Werner, Mr. Gill and Mr. Hul- 
shizer, whom he had not already 
discharged, to continue longer and 
they then reluctantly sought other 
employment.” 

As part of their defense, the for- 
mer Jones agency executives (Mr. 
Burke and Manhattan Soap do not 
figure here) said the capital stock 
of the Jones Co. consisted of: 


Classification No. of Shares Par Value 


Preferred 1,050 $100 
Class A 5,000 No Par 
Class B 2,500 $1 
They declared that Mr. Jones 


always was the owner of these 
shares of the above stock: 


Classification No. of Shares Par Value 
Preferred 1,050 $100 
Class A 5,000 No Par 


® Another defense, entered by the 
Manhattan Soap Co., declared that 
since it was spending at the rate 
of $3,000,000 with the Jones agen- 


| cy and the behavior of Mr. Jones 


“became so notorious and so ob- 
jectionable and his gross neglect 
of his business became so continu- 
ous,” that Manhattan decided it 
would have to transfer its account 
to another agency. 

Manhattan declared that any 
statements it had made “were ut- 
tered without malice, were true 
and were a fair and accurate char- 
acterization of Duane Jones’ acts 
and conduct, and that the decision 
to transfer its business was made 
solely by reason of the conduct 
and activities of Mr. Jones.” 

All this, the company continued, 
was “in legitimate protection of 
its substantial expenditures and 
were acts for which (it) is not 
liable for damages in this action.” 

No date has been set for a hear- 
ing on the suit. Since the calendar 
of this particular branch of the 
state supreme court (which in New 
York is a lower court of original 
jurisdiction) is about four months 
behind, it is assumed that no hear- 
ing will be set before May, at the 
earliest. 


nen, Pharmaco, Joseph Tetley & 
Co., Hudson Pulp & Paper and 
Kiwi polish. 

For all these acts—‘‘maliciously, 
wilfully and unlawfully calculated 
to destroy” its business—the Jones 
Co. is seeking $1,500,000 in dam- 
ages. 

A second cause of action, in 
which another $1,500,000 in dam- 
ages is sought, alleges the defend- 
ants “uttered and published false 
and vicious rumors calculated to 
damage the prestige and trade rep- 
utation” of the Jones Co. and “ruin 
its business, so they could per- 
sonally profit.” 


a Mr. Jones, in this section of the 
complaint, cites several incidents 
in support of his allegations 

About November, 1950, a man 
named Armando, described as a 
radio producer, was said to have 
met John Clark, also a radio pro- 
ducer, in the King Cole Room of 
the St. Regis Hotel. 

“Armando had been sitting with 
| Scheideler,” said the complaint, 


Mr. Burke also was said to have @ Mr. Jones asserted that the “con-| “and when Scheideler moved out 


gotten confidential information 
from Mr. Scheideler and the oth- 


cost his company 


accounts: Men- 


spiracy” also 
these additional 


of ear-shot, Clark said to Armando 
that Scheideler had just told him: 


‘It is only a matter of time when 
our (Scheideler’s) group will take 
over the Jones business. There- 
fore there is no necessity of con- 
tacting Duane about any new ac- 
counts’.” 

In September, 1950, Mr. Jones 
charged, Mr. Burke told a Mr 
Louis J. Gumpert that: “Duane 
Jones has lost interest in his busi- 
ness. He is a sick man and is drink- 
ing too much. The business is going 
to pot.” 


@ Mr. Jones also said that Mr 
Hughes (his copy chief) told 
Thomas J. McManus (another 


Jones Co. employe) at Cherio’s 
restaurant in April, 1950: “Duane 
is drinking again. ..It was a swell 
place to work, but it’s falling 
apart.” 

In July, 1951, Mr. McManus was 
said to have met Paul Werner, for- 
mer Jones v.p., in the latter’s of- 
fice. According to Mr. Jones, the 
McManus-Werner discussion was 
about the appointment of a gen- 
eral manager for a new agency to 
be formed by the “conspirators.” 

“Mr. Werner replied to the 
query about who would be the 


general manager of the new busi- 
ness, as follows: ‘I think I'd be a 
good candidate. Anybody who can 
sell clients like I did—I sold them 
in half an hour. I’ve got them all 
buttoned up. They will go right 
along with us’.” 


@ On Aug. 20, 1951, Mr. Jones fur- 
ther charged, Mr. Scheideler, Mr 
Werner, Mr. Gill and James Frank- 
enberry, among others of his em- 
ployes, visited ictor Bonomo, 
president of the Gold Medal Candy 
Co., at the latter’s office. They 
“tried to entice the Gold Medal 
Co. account away from the plain- 
tiff and procure it for Scheideler, 
Beck & Werner. 

“Scheideler said: ‘Duane Jones 
was drinking excessively’ and for 
this reason six months previously 
he had intended to leave the agen- 
cy; that he tried to purchase Duane 
Jones’ interest in the agency but 
had ‘now decided that nothing 
could be done about it and that he 
was going into business for him- 
self.’ 


“Mr. Frankenberry said: ‘It is 
impossible to get any service out 
of the Duane Jones agency be- 
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cause there is no follow-up.’ He 
blamed Mr. Jones’ drinking for 
the ‘failure of the company to 
service the present business prop- 
erly or to obtain any new busi- 
ness.’ 


@ “Mr. Scheideler then indicated 
that ‘the new company will be 
most efficient and capable and 
able to handle the Gold Medal ac- 
count’.” 

These “misrepresentations and 
defamatory remarks” caused the 
Jones Co. “to be shunned and 
avoided by the public” and cost 
it “great loss of income” and the 
loss of 13 accounts. 

In a third cause of action, the 
Jones Co. seeks $1,000,000 from 
SB&W and the three principals of 
that agency individually. Mr. Jones 
charged the three men had “in 
breach of a fiduciary relationship | 
with the plaintiff, unlawfully 
caused (eight) accounts to be di- 
verted and transferred unto” 
SB&w. 


s The fourth and final cause of 
action seeks $500,000 in damages 
because the individual defendants 
“unlawfully enticed away from 
the plaintiff a large number of his 
employes, including a number of 
skilled specialists having unique 
talents indispensable to carrying 
on, servicing and maintenance of 
the plaintiff's accounts.” 

The Jones Co. also seeks “an 
accounting by the defendants for 
commissions and profits on all ad- 
vertising business and accounts 
accepted by them [on accounts 
formerly serviced by or through 
the Jones Co.] and from prospec- 
tive clients of the Jones Co., of 
whom the defendants learned 
while in Jones’ employ.” 


Northwest Gets Account 
Northwest Advertising Service. 
Portland, Ore., has been appointed 
to direct advertising for Parker's 
Fortified Farm Products, Portland, 
manufacturer of compressed peat 
moss, interior house plant mix, and 
natural mulch. The company is 
announcing a new aluminum lawn 
sprinkler, Telespray, which drains 
automatically and collapses to a 
rod 6 long. Sunset Magazine, 
newspapers and farm and grange 
publications will be used. 


Milne & Co. Dissolves 


Milne & Co., Seattle agency, has 
been discontinued and its accounts 
have been taken over by Dorwin 
Cook, account executive, who has 
combined with Robert Nichols 
Advertising Associates, Seattle. 
Donald Milne, son of Richard P. 
Milne, who founded the agency, 
has retired from the business. Ac- 
counts which have gone to the 
Nichols agency include Seattle Fur 
Exchange, Alhambra Wine Co. 
and Fidelity Savings & Loan Assn. 


Silver Joins Dan River Mills 

Ira Silver, for the past 19 years 
with American Woolen Co., New 
York, as merchandise manager and 
sales manager of several of the 
company’s mills, will become mer- 
chandise manager of the clothing 
fabrics department of Dan River 
Mills on March 1. Mr. Silver's; 
son Raymond, formerly with Bur- 
lington Mills as a stylist, will join 
his father at Dan River Mills 
March 1 as a stylist for men’s fab- 
rics. 


Judy to Northwest Agency 
Clayton Judy, formerly copy- 
writer for Adolph L. Bloch Adver- 
tising, Portland, Ore., has been 
appointed copy chief of North- 
west Advertising Service, Port- 
land. Bernice Crow, previously 
with Olds & King, Portland de- 
partment store, has been ap- 
pointed copywriter. 


Gill to Pacific National 

Spencer Gill, free lance writer, 
has been appointed to the copy 
staff of the Portland, Ore., office 
of Pacific National Advertising. 


Agency Changes Name 

Greenfield-Burstin Advertising, 
New York, has changed its name 
to Burstin Co. 
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Anti-Trust Suit Against 
GOA, OAAA Set for Trial 


The Justice Department’s anti- 
trust suit against General Outdoor 
Advertising Co., Chicago, and the 
Outdoor Advertising Assn. of 
America has been scheduled to be- 
gin trial April 21 in northern dis- 
trict federal court, Chicago. The 
suit, filed in June, 1950, charged 
that General Outdoor has achieved 
a monopoly in 15,000 cities, towns 
and markets east of the Rockies, 
including 36 key cities with popu- 
lations totaling approximately 23,- 
000,000. 

In its action against the asso- 
ciation, the Justice Department 
contends members eliminated com- 
petition among themselves by fix- 
ing the rates of commission pay- 
able to agencies and by dividing 
the market “on a mutually satis- 
factory basis” (AA, July 3, 17, 
50). 


WIST, Charlotte, Bows 

WIST, Charlotte, N. C., opened 
Jan, 15, the fifth station in the | 
area. Affiliated with Mutual, the 


TASTE TEST KiT—Calvert Distiller 
dealers to show consumers how to become whisky experts. Kit contains jiggers 
marked A und B, an instruction, booklet and whisky expert cards. The promotion 
ties in with the company’s advertising challenging comparison with other brands. 


s Corp. is distributing 500,000 taste test kits to 


the Liberty Life Bldg., and op-| 5,000 watts day, 
erates on a frequency of 930 k.c. night. It is owned and operated by 
station has studios and offices in! (FM affiliate on 104.7 meg.) and Broadcasting Co. of the South. 


1,000 watts 


35 


Hooker Elected President 


R. Wolcott Hooker, v.p. in charge 
of sales of Hooker Electrochemical 
Co., has been elected president of 
the Compressed Gas Assn. and has 
been reelected president of the 
Chlorine Institute. 


Crosley Seattle Office Bows 

Crosley Distributors Corp. has 
established a Seattle office. George 
E. Crane, sales manager for the 
Portland, Ore., office, is manager 
of the new office. 


Pyle Joins Kellogg Co. 

William G. Pyle, formerly an 
account executive for Hal Short & 
Co., Portland, Ore., has been ap- 
pointed manager of the Portland 
office of Edward S. Kellogg Co. 


NEGRO NAMES: For the first time 
available 50,000 Names of Negro 
Professionals as doctors, teachers, 
beauticians, etc. Also mail order 
buyers. Can handle your address- 
ing. $14 per M. Allied Mailing: 
101 ‘W. 46th Street, NYC—PLaza 
7-7589. 
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ABC CITY. ZONE 

SUNDAY ANALYSIS 

SHOWS SIMILAR 
RESULTS 


Th 


In Seattle’s A. B. C. zone of 544,945 people, The 
SEATTLE TIMES is the accepted newspaper in 8 out 


of 10 homes. 


This year—as in previous years—the 1952 Study 
and Report of Seattle Newspaper Circulations and 
Duplications shows why consistent, frequent adver- 
tising in The SEATTLE TIMES alone sells the rich, busy 


55-5% 


wut x. 
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SEATTLE HOMES READ 


Seattle market for advertisers. 


Ask your local O'Mara & Ormsbee representa- 
tive for the complete printed report showing the daily 
and Sunday study of Seattle newspaper circulations 
and duplications in 1952, as well as 1948 and 1950. 
Or write Advertising Manager, SEATTLE TIMES, 


Seattle 11, Washington. 


tHE SEATTLE TIMES 


rh 


=: 


STUDY & REPORT of 
- SEATTLE | 

NEWSPAPER | 
CIRCULATIONS | 


TAKE BOTH 
NEWSPAPERS 


> 202 


ee. ae 


PCa a aR 
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This 1952 study—like its predecessors in 1948 


ond 1950—was 


ducted by a nati 


lly recog- 


nized, independent firm of research consultants — 
Dan E. Clark I! and Associates who employed U.S. 
Census Bureau methods. The sample was designed 


by Dr. Chilton R. Bush, Director of Journalistic 


Studies, Stanford University. 


[962 


wf) 


OPEB: inners 8 Bs ak FO A ERAS ET 


fe, See ere et Oa ae Se a 5 i) Oe See eer. (| 2qeep es oop se gona 
See * By Rone pede eA 
ae £5 gti 
a. ene 
meet fe CO 
apy + i. 
hs nat arta ae Wi ‘ 
Sy ! i ‘“ Sf ae 
= 2 By é, Ce ite 
-¥ “3 y oo : ee 
: r — ; a 
os : os —W AS a 2 pee tae 
: . .. i. Hoi ig 
F Bt ecu pms Rell 8 Pe 
ae: ; ee (peal “e+ 
as , vnc we B.S Brien: it Me fe re 
es ‘ Ried 4 o ; ag ae tt 
alts —— iil easy wrk f : eer : R, 
is a Tie ale aes: le , a ; fee 
- ie: " 3 
ee igi Sade emeaert te : , ea 
ae ep Spe tie “1 we 
oe — ig et ros a — “daks ; “Se ab ee 
a eg . _ a. ees 
ne ee catvert a 4 Pie crea oe SORE Ae 
eo OD t, a it 
ee Bas, 10 i ae at —f Rie 
: Beis 47 rae: ml bg” y — a As 
é Pee ne Mit» ie 7 » ao! 
ra > oe 4 7 s ae a . : 
i : a ys “us ee 
“e ) : : ~~ a Pe ea 
a * “ : Aer 
ee eee. ee eae patie: 
wa es ~ - > a _ ” ‘ m ? 
| a 
ar Fie 
Nd at ® \. 
Ei age 
ys ss Sia 
al ALTE TE ES OE TE I TT ET TE LES, ETT ETE 
lap ° a A ee 
ty - fa 
“£2 ) Cees 
co eS 
oe oh fe) _ 
9 , % aa a Be Wor Se 4 ios ee ee ee ein SA ; 
ss ae ae Pe Re a en REINS oh. hoes. i ea ae, ere 
tt ; sol RE, 8 ess te 3 ete | eee Ft cr Ree Sie te Pa eps ~ a: 
eS] # a een ch ee eo tai Mages SP Me ee aera ee . *. 
“se | fi : Bis Sa Ne till : ee 2 ’ eect ve 
et “ Be; - _ my. “~ 
4 i . fe = + Reheat 
rod \ cae ae & gas 
Se “ q © asst 
+ . 4 ; “oot 
i ; ey 4 ee 
oie ivi: 
Ba if i ‘ 
we No ? a, eet 
ey Pag, 5 > : oe fhe 
hie | ROR Ree ” & ne fs 4 
at | Fe Fi z gan 
ry 7 - ati te i Late 
weere oat ni, : Be ~ 
e: aE: r r ie Ny | aes 
a { ver eet eM Pe) yee Re Fe 
if 4 a Y a ’ . Ne hake 
x é e. * . ; "3 = eel mn 
3 a Pe, teas Dee ‘ DU PLI 5 a a 
: sein eee ee 
ee r one ke 5 BOS 
: Peeeeame ooh : ‘ ae 
i bake et 2 ee : Ty Ba Pte - ing Sie locks er We 
2 — iP a on ued ; 5 ve EET? Thy cae FN ES Org Pe ee is a ae ae s,- 4 ba 
a Bnree Pete) 8 a ee te ae ae 28. gah # , Be cee Fed 1 ot K 
: RF : Ratan hot i es? 
‘| pa SSS SG Ske oS as te a . | eee 
* { 5 Cot eae eerie re. Te oe, aaa Aa op = ea. 
Fs i = , ae 5 Bn etree ate as) aaa EER ra” 
| Ks gee dee 3 PS Te a 
é ' eae A ees é f " sad (RRS Rr ge 
+ : a ps i f . tne ae 3 
a fs Biter =< Fa EPs Boe s ae 
; — SEATS ees. . aa 
jos $ ga Je as. 
. Y ae se ‘ oe at 5 4 ae eae 
ay, DAIL ; ae ae ‘ ein OME ya . hel 
: pe = " a » aos. 
. — H * Be: o. hee 
% —— « 2 em a are 
I eS Vihsye net 5 ees, >, 5 ‘Sg \ enter. j erg: 
fe. | s . : 4 a 
pos = erie pry 
ie % es 
ina 
. 2 | aa 
: 6:9: gb 
: ONLY THE SEATTLE TIMES : Per eel 
| ee es PAPER _ aaa 
Se a y way 
; a f pees 
ae iae 
= ‘ Pe ne ; 
<i ¥ * 
Pe Sr 
AS 
“f Ok 
- 5 Dea 
pee a 
) S a) 
: Pe ARE)? 
‘ ‘ weet 
3 oes 
2s ee tee 
Ee . oy be 
ay ie * ae 
e WOW THrS STUOT Way CONDUCTED atte, S 
* SSS come 
| ee =a ES 
' ph ate 
j te eet Cee et ee , Be 
5 no eaten met omeeny Mee meme . aes 
at me ne Reng ss a dy me . e. 
py Sige” 
=a © gm oun Go one mane : ag 
As ee é iy 
i pt a “BES ge 
; Tae Sw ee ote pyre: 
iat ——— —<-. Pe ot ae 7 
; at QUES Nowe; re 
; A ‘SSseous BOS 
4 *S sss hae 
Py ea 4. 
a a 4 ae eg 
es ona a ne 
> # ee 
f Imes > Sag 
: j ae 
ae sees ncaeateel pe HH Oat 
‘ ae a, 
z ae 
aa ’ Ror al 
— Represented by O'MARA & ORMSBEE « NEW YORK © DETROIT ¢ CHICAGO & LOS ANGELES ¢ SAN FRANCISCO baN Se. 
S berg he 
ae + hie 
Pt Bays ate 
pre - 5, ee oa 
es 
4 * Aerie én 2 | ae oy te eS 
ee a i - anil ; ‘ 7 ; 5 2 c : oe Die ~ as 
eer a4 ba. age. ae = als ne . yaaa Dees ay E- ene ay Ve me ae . s ead ees ie : ete": ee ws 
Ss “ee LER ee at ey a aay Sieg igaaie Boots? Re icv, ae 
uae, (AG Pe ; (aan oe Pt aaa eee mee tie 


Borton Suggests Internships 
for Advertising Teachers 

To the Editor: We in advertising 
complain sometimes of impractical 
teaching in colleges of young peo- 
ple preparing for advertising ca- 
reers. A comment I hear occasion- 
ally is that these teachers have not 
had practical experience in the 
industry and thus cannot be ex- 
pected to give their pupils an ex- 
perienced viewpoint. 

I do not agree with this criticism 
in toto. Many of the teachers I 
know have worked in advertising, 
and all of them constantly read 
our advertising publications and 
contact advertising men all they 
can. 

But I find they would in many 
cases welcome an opportunity to 
gain more practical experience and 
would give of their time and effort 

One way companies concerned 
with advertising can help this sit- 
uation with 
selves is to hire a professor for all 
or part of the summer—set up an 
internship. The Newspaper Adver- 

has pio- 


tising Executives Assn. 
ed the way for some vears by 


aff®—nging for several professors of | 
jo@Enalism or advertising to work | 


in Rewspaper offices summers. The 
N@fton Co. of Worcester, Mass., 
employed a Boston advertising 
professor last summer in its adver- 
tisifg and promotion department. 
There are other cases and there 
showld be more. 

e@ cost to the company is com- 
vets small and the teacher 
cahebe valuable through the fresh, 
+ and often expert viewpoint 
hé Brings to the employer's opera- 


tion, The Norton Co., for instance, 


advantage to them-/| 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


asked its intern to write a critique 
of its methods and found it help- 
ful. 

The by-product of such intern- 
ships will be more experienced 
teachers of the youngsters we are 
going to hire later. 

ELon G. BORTON, 

President and General Mana- 

ger, Advertising Federation of 

America, New York. 


Swedish Agency Reports 
Ad Series’ Effectiveness 

To the Editor: We send you 
copies from an advertising cam- 
paign for a new article, and hope 
that it will be of interest to you at 
the planning of the next number 
of ApvVERTISING AGE. The new 
| article is an inner pad for napkins 
to be used in baby’s trousers, 
manufactured of a high absorbing 
artificial product of sponge, as we 
know, the world’s latest. 

In this case, the advertiser has | 
been able to judge the result of 
the sale exactly, which has been | 
sensationally good. We can men- 
tion that the first advertisement 
was published at Sunday, Oct. 7, 
1951, and at first hand in the news- | 
papers in Stockholm. The sale of | 
the article began Monday, Oct. 8. | 
The advertiser, who is the owner 
of several retail shops, could note 
that in one of the shops there was! 
no stock left when the shop had/ 
been kept open only 15 minutes, | 
and the same thing happened in 
the other shops. At the end of the! 
first day of the sale, the packets 
which had been sold could reach 
a number in five figures. After 
that the sale has been multiplied 


—— 


soi omni 
2 mut eam eeane PeQoucT® - 


*% There has never been so ‘‘fast'’ a 
market in all history. Today's darling 


can become tomorrow's dog. 


why these national advertisers have 
Burgoyne keep them abreast of trends. 


% Burgoyne's store panels also tell 
them in advance the degree of success 
they can expect from the new prod- 
uct, package, price or promotion. 


*% In three or more of these 


sentative test cities, actual movement 
of your product and your competitors’ 


gives Management the facts it 


* Tell us what you want pretested. 1951 Survey 


keeping pace with 
a “fast” market 


CEDAR RAPIDS 


@ Many reasons bring big 
advertisers to Cedar Rapids 
for sales testing: high per 
capita income, first city in 
lowa in value added by 
manufacturers, second most 
populous lowa county, its 
16 county market one of the 
country’s most productive 
agricultural areas. 


@ Cedar Rapids merchants 
sell $103 million® at retail 
to its 72,296 people. They 
sell $122 million*® to Linn 
County's 104,274. And the 
half million in the 16 coun- 
ties buy almost half a bil- 
lion* at retail annually. 


@ The CEDAR RAPIDS GA- 

ZETTE covers the city 100% 
linn County 97% . .. 

delivers over 57,000 daily 

and Sunday inthe 1 6counties. 

*SALES MANAGEMENT 's 

of Buying Powe 


That's 


repre- 


wants. 


Bu "q oy ne Grocery ér ke gf A. ¥ is 


FIRST NATICNAL BANK BUILDING ¢ 


CINCINNATI 2 


owing to the advertiser’s job for 
the sale and also, therefore, that 
more advertisements were pub-. 
lished after the first one and the| 
whole campaign was published in | 
a great deal of the other Swedish 
daily press. | 

As we can see, this is the most 
observed series of advertisements 
in Sweden this year and we think | 


Har vi SAMMA SAK 
i BYXORNA? 


| 
} 


STILLES 
Hagabsorberande BLUJINLAGG 


it is depending upon the uncon- 
strained planning. It has also been 
lively discussed in correspondent- 
columns and has been pointed out 
in the advertising press. We can 
also mention that “World’s Press 
News” Nov. 16 last year on an 
initiative of their own had an 
article about “Bambino.” 

We send you copies with the 
rubrics translated and we also send 
you some specimens of other ad- 
vertisements which we have made. 


R. SVENSSON, 
Eco Internationell Annonsbyra | 
AB, Stockholm, Sweden. | 


* * e | 
Duty with Pleasure 
To the Editor: The enclosed 


photograph will give you an idea 
of what happens to a Chicago) 
copywriter when he is recalled} 
from the reserves and steps back} 


into uniform. 
] 


As Special Services Officer of| 
the famous Proving Grounds at | 
White Sands, it was my privilege 
to present a stage show in the| 


desert on Christmas Day, 
Jack Benny and Ann Blyth (Uni- 
versal-International Studios). 

Jack played his “Love in Bloom” 
for the G.l.s, and Ann sang a se- 
lection of numbers including “Si- 
lent Night.” They are wonderful 
troupers, 

It may comfort your readers to 
know that the guided missile pro- 
gram at White Sands is booming. 
Every day out here is the 4th of 
July, with the “rockets’ red glare” 
indicating great advancement in 
the guided missile field 

Before I was recalled, 


starring | 


I was 


assistant copy chief at Gourfain- 
Cobb Advertising Agency, writing 
on the 
counts. 
My tour of duty will be termi- 
nated on April 1, 1952, when I 
will return to the advertising wars 
in Chicago. Can I trust that April 
date? 
SaM HERMAN, 
Captain AGC, Special Services 
Officer, White Sands Proving 
Ground, N. M. 


‘Tantamount to Heresy’ 

To the Editor: Isn’t it curious 
that no one connected with pro- 
duction of the Old Gold ad in the 
current issue of Life is apparently 
aware that only horses can be 
thoroughbreds? The pedigreed 
boxer pups pictured in the ad are, 
of course, purebreds. 

There’s no record that the ani- 
mals in question are especially 
concerned regarding this distinc- 
tion, but anyone who (like me) 
has ever committed this faux pas 
knows that upper echelon horse 
and dog fanciers regard it as 
tantamount to heresy. An appren- 
tice groom of my acquaintance 
was asked to turn in his pitchfork 
on this very account. 

Epwarp B. HALL, 

Account Executive, Foote, 

Cone & Belding, Houston. 


Contributes Starter for 
Appropriate Names List 

To the Editor: Here’s an item 
which I dug up and which may 
be of interest: 

Marvin C. BASS is publisher of 
Outdoor Sportsman; W. K. TROUT 
is v.p. and g.m. of Sports Afield; 
Paul R. FISH is a former adver- 
tising director of Hunting & Fish- 
ing; John N. HUNT Associates of 
Vancouver, B. C., is representative 
of Ferest and Outdoors (Canada). 

You might ask for contributions 
along a similar line concerning 
other publications or odd names. 

Leo P. Bort Jr., 

Leo P. Bott Jr. Advertising, 

Chicago. 


The Ad Was Green 
Bui Our Face Is Red 

To the Editor: Thank you so 
much for the nice publicity in Jan. 
7 issue of ADVERTISING AGe, in the 
“Getting Personal” column. 

I appreciated it; the Buchen Co. 
appreciated it; the Bemis Bag Co. 


appreciated it, too. Everybody did, 
in fact, except THE CLIENT, 
Chase Bag Co. 
ROBERT FRANZ, 

The Buchen Co., Chicago. 

Bemis Bag. for some completely 
unexplainable reason, was given 
credit, when Chase Bag should 
have gotten it. Our sincere apolo- 
gies. 

. x ° 


Says Small Advertisers 
Can Aid Freedom Program 

To the Editor: Taking our free- 
doms for granted for too long a 


Motorola and other ac-| 


1952 
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time has brought on a critical situ- 
ation as we view events within our 
nation during the past few years, 
and those in the newspaper and 
other publishing business realize 
fully the dangers to our way of 
life unless we can arouse our peo- 
ple by informing them of what is 
actually going on by a select few 
to take our freedoms from us. 
Industry and big business, with 
their ability to pay for advertising 
space tor whatever campaign they 
feel is necessary, can do a great 
deal in helping to arouse the gen- 
eral public and some are trying to 
do just this; but it is the smaller 
business firms, scattered through- 
out the nation, and with small ad- 
vertising budgets, who can do a 
vast amount of spade work in this 
regard, if they will realize the good 


FREEDOM 
FROM FEAR 


= ey ed at mee tt ee ee 


ee eee 


— ne eee 


Only Free Men Can Be Free From Fear 
By United Effort We Shall Preserve This Freedom 
w: reece 


which will come from such cam- 
paigns at this time. 

The inclosed message on pre- 
serving our Freedoms was spon- 
sored by Howard P. Meyer, presi- 
dent, Imperial] Hardware Co., with 
headquarters here in El Centro, 
and we feel that the hardware in- 
dustry should know something 
about it, for it is timely. it is sound, 
and it is basic to our existence. 

The advertisement was pub- 
lished in our papers on New Year's 
Eve and if any favorable com- 
ments are forthcoming from it 
there will be two others published 
in the series, one on Freedom of 
Worship and Freedom of Speech 
and the Press; Freedom from Want 
already having been published on 
Thanksgiving. 

Forrest E. Doucette. 

Imperial Valley Publishing 

Co., El Centro, Cal. 


New Plan Solves Pension 
Problem of Job-Changers 

To the Editor: Employers used 
to blame workmen’s compensation 
insurance costs as a reason why 
they couldn’t afford to employ old- 
er workers. Now they use group 
insurance and pension costs as an 
excuse. 

In your editorial, “A Problem of 
the Age Bracket” (Dec. 17), you 
tend to mix up two distinct prob- 
lems. There is a difference between 
a man who is unemployed and 
looking for a job and a man who 
has a job and has to give up cer- 
tain pension benefits if he makes 
a change. 

To the man in the first category, 
the high cost of group insurance 
and pensions for older men is not 
a very sound excuse for rejecting 
him as an applicant for a job 

Any employer can tell you why 
he doesn’t wish to employ older 
workers, if that is his policy. That 
is a topic in itself and there are 
plenty of arguments for and 
against such a rule. However, most 
employers don't wish to be brutal- 
ly frank and so to take themselves 
off the “spot” they blame the pen- 
sion-group insurance costs. 

Group life insurance costs are 
based on age and there are stand- 
ard costs which most companies 
use. There are discounts to reflect 
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volume of business and the loss | 
experience. 
The base monthly cost for $1,- 
000 group life at older ages is: 
Mo. Cost 


3.79 

Although the percentage cost of 
group life insurance for older 
workers is higher, there is not too 
much money involved in relation 
to salary. In other words, if $5,- 
000 group life is provided, the 
monthly cost for a 40-year-old is 
$3.60 compared to $9 for a 55-year- 
old. If an employer really wanted 
to employ a man 55, would he 
really let that $5.40 difference be a 
factor? 

The cost of accident and sick- 
ness insurance is_ substantially 
higher than life insurance. Furth- 
ermore, the cost of such insurance 
for young females is substantially 
higher than the cost for males. You 
don’t often hear of an advertising 
agency refusing to employ a dazz- 
ling biond receptionist because her 
group insurance cost is too high. 

Pension costs are not easy to 
quote as there are numerous fac- 
tors and types of plans. The cost 
of a $100 a month life annuity pur- 
chased at 65 and with payments 
starting at 65 is around $15,000. 
There are various types of annui- 
ties and the actual cost depends 
upon the refund provision used in 
case the annuitant dies. 

Under most pension plans which 
are adopted by advertising agen- 
cies, the benefit is based on years 
of service multiplied by a percent- 
age of earnings. When the pension 
plan is installed, the employer 
generally assumes the cost of the 
past service, even if the empolye 
contributes to the cost of the 
benefits based on service after the 
plan becomes effective. 

If an employer with a large 
number of older employes estab- 
lishes a new pension plan, his past 
service costs will be higher. How- 
ever, he would not pay past pen- 
sion service costs for a new em- 
ploye hired after the plan was es- 
tablished so the age of employ- 
ment is not a factor. 

If you use the round figure of 
$15,000 as the cost of providing a 
$100 a month retirement income 
starting at 65, here is an over- 
simplified cost approximation 
method: If the employe is 50 when 
he enters the plan, the cost would 
be $1,000 a year for 15 years. If 


“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 


he was 35, the cost would be $500 
a year for 30 years. These figures 
don’t take into account interest 
earnings, and other factors. 
However, few pension plans 
guarantee a flat sum at 65 with- 
out taking into consideration 
either or both years of service and 
earnings. Considerable publicity is 
given pension plans for production 
workers negotiated by unions but 
such plans are not generally 
adaptable to office workers. Con- 
sequently, an advertising agency 
employer shouldn’t base his at- 


titude or decisions on those plans. | 


In the above case, the pension 
plan might be designed to provide 
an employe with $100 a month 
starting at 65 if he worked 30 
years with the firm, or $3.33 each 
year he works. Thus, a man who 
started at 50 would receive only 
$50 a month. If such a benefit 
formula were used or if benefits 
were based on, say i% of earn- 
ings, multiplied by years of serv- 
ice, the employe who started at 
50 or 55 would receive less retire- 
ment income but the cost would 


not be any more to the employer as 
a result of the employe’s age when 
he entered the plan. If a man is 
unemployed and needs a job, he 
won’t turn down such a plan. 

There are numerous types of 
pension plans and there are other 
cost factors such as: rate of turn- 
over, deaths before and after 65, 
termination benefits, etc. In your 
editorial you state that it “would 
have required a good many thou- 
sands of dollars on this man’s be- 
half in order to bring him up to 
proper pension status.” This would 
not be true unless the prospective 
employe demanded a certain pen- 
sion guarantee. If the plan were 
already established, the new em- 
ploye would not be entitled to past 
service pension credits. 

As was noted before, there is a 
difference between an employe 
who is unemployed and who seeks 
a job and is willing to accept 
whatever pension benefits to 
which he is entitled, and an em- 
ploye who is demanding certain 
pension provisions in order to 
make a change. In this latter cate- 


| 


gory, the prospective employe may 
be employed under a pension plan. 
If he leaves his employer he may 
have to forefeit substantial pension 
credits. Naturally he doesn’t wish 
to make a change unless his new 
employer will make it worth his 
while to forfeit his pension credits. 

Termination benefits under pen- 
sion plans vary. Some of the older 
plans provide for no benefits paid 
by the employer’s contributions 
if the employe quits before 65. 
However, in every type of pension 
plan any contributions collected 
from the employe are returned to 
him if he quits. Many of the newer 
plans provide for termination ben- 
efits or provide for early retire- 
ment, usually after 55 or 60 after a 
minimum period of service. Term- 
ination benefits obviously add to 
the cost of the plans. In deciding 
whether or not to provide them, 
the employer has to weigh the cost 
against employe good will. One of 
the reasons an employer has a 
pension plan is to minimize turn- 
over and the more liberal his term- |, 
ination benefits, the higher will be | 


his turnover. 

There are new developments in 
the pension field aimed at solving 
the problem of employes taking 
their pension credits with them to 
their new jobs, provided all em- 
ployers join in the basic plan. | 
won't go into detail, Under one 
new plan a common trust instru- 
ment is used. Each employer de- 
cides on his own benefits, etc., and 
whether they should be insured or 
not. If an employe quits, his ter- 
mination credits are held for six 
months by the trust. If the employe 
gets a new job before that time 
with another employer participat- 
ing in the plan, the employe’s pen- 
sion credits are transferred to his 
new accounts. If all advertising 
agencies participated in such a 
plan, it would solve that problem 

To install a workable pension 
plan requires expert advice and 
any employer contempiating such 
a plan should be certain he is get- 
ting sound advice. 

CHARLES D. SPENCER, 

Executive Editor, Employee 

Benefit Plan Review, Chicago. 


A gHOfal 
color reproduction 


was a must... 


512K A DOW 


coated stock was used 
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LAT 


THE 


The Sherwin-Williams Company 
desired to show the decorative effects 
of its products as faithfully and accu- 
rately as possible. A prestige type of 
selling was the goal of the company’s 
distinctive, four-color promotion 
book, the Paint and Color Style 
Guide. Accordingly, the book was 
printed on stock coated with 512K, 
A DOW LATEX; the result was unusual 
distinctiveness and quality appear- 
ance in keeping with the company’s 
fine line of products. 


512K coated stock has an eye- 
appealing beauty and a glossy, smooth 
finish that bespeaks luxury. And the 


DOW CHEMICAL COMPANY 


high degree of ink receptivity permits 
each half-tone dot to print cleanly 
and sharply, capturing every delicate 
detail of the illustration. As this great 
paint company and many other 
organizations have found, stock 
coated with 512K, a DOW LATEX, gives 
you exceptionally accurate reproduc- 
tions, higher gloss and unusually fine 
flexibility. Are your own promotional 
pieces and sales literature registering 
the same degree of excellence with 
your customers as do your products? 
If not, specify paper coated with 512K, 
A pow LaTex, for truly impressive 
printing jobs. 


Plastics Department— Coatings Section—PL-170 
New York + Boston + Philadelphia © Atlanta + Cleveland + Detroit + Chicage + St Louis + Houston + San Francisce + Los Angeles © Seattle © Dow Chemical of Canada, Limited, Torente, Conada 
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IH Refrigerator 
Budget Reduced 
as Output Drops 


Cuicaco, Jan 29—International 
Harvester Co. will not increase its 
advertising budget for refrigera- 
tors in 1952, according to T. B 


Hale, v.p. and general sales man- 
ager, but with production down 
about 30%, the budget will be 


“higher percentage-wise if not 
dollar-wise.” 

Because of the uncertainties of 
production based on government 
allocations of materials, the adver- 
tising budget is to be planned on 


a quarterly basis 
Mr. Hale said 
out with a new 


that, in coming 
line of refrigera- 
tors this year, International Har- 
vester is investing in the future, 
since IH does not expect to be able 
to take the leadership in sales and 
“we can only try to increase our 


leadership in consumer prefer- 
ence.” 
® The company foresees the pos- 


sibility of lower sales this year be- 
cause of (1) a shortage of sales- 
men and (2) the failure of re- 
tailers to persuade the consumer 
to spend his savings. 

“Sales people have been sliding 
a little bit. We haven't educated 


laa sats, peat saan post pis 
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enough salesmen,” said Mr. Hale. 
“Our economy must be sold. That 
is a challenge for sales.” 

IH will launch its 1952 line of 
refrigerators, which features “tri- 
matic” defrosting—automatic, 
manual and conventional—with 
full-color spreads in the March 1 
issue of The Saturday Evening 
Post and the March 3 Life, plus 
color pages in April issues of Bet- 
ter Homes & Gardens, Good House- 
keeping and Ladies’ Home Jour- 
nal. This will be followed by co-op 
ads in newspapers, radio and tele- 
vision spect announcements, and 
trade publication ads. 

Aubrey, Moore & Wallace han- 
dles the account. 


Dixie Cup to E. W. Reynolds 
Dixie Cup Co. (Canada) Ltd., 
Brampton, Ont., has appointed the 


Toronto office of E. W. Reynolds} 


Ltd. to direct its advertising and 
merchandising in Canada. Adver- 
tising is now being planned for 
trade, industrial and business pub- 
lications. Hicks & Greist, New 
York, which handles the Dixie 
Cup account in the U. S., previous- | 
ly handled promotions in Canada. 


Gardner Joins Bothwell Inc. 

H. S. Gardner, formerly a v.p. 
and account executive with Mel- 
drum & Fewsmith, Cleveland, has 


a nm 57th ot ap ene spares 0 W. Ear] Bothwell Inc., New | 


in 
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increase 


FLORIDA 
Retail Sales are Up 


357% 


from 1940 to 1950 — better 
than 's more than the 234% 


a whole. 


in the U.S. as 


Any market, which, through increased population and 
increased prosperity, boosts its retail sales 357° 
in 10 years is worth going after! 

For years Florida's three big morning dailies have 
given blanket coverage in their own trading territories. 
In addition, since they offer 20% or better family 


* Based on Sales Management 1951 Survey of Buying 
Power figures and current ABC Reports, using these 
three papers gives you 20° of better family coverage 
in the 52 counties accounting for 80% of Florida's Ef 
fective Buying Income, 81". of food sales, 82.8% of drug 
sales, 81.6% of furniture sales, 40° of general merchan 
dise sales and 81% of Florida's total retail sales. You 
also get above 30% family coverage in 42 counties, 
above 50% in 20 counties, above 60% in 9 counties and 
above 70% in 6 counties. 


FLORIDA 


TIMES-UNION 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 


coverage in counties producing 80% of Florida’s sales, 
they give great added strength to your advertising 
in other Florida markets. 

Put them at the top of your next media list and 
watch your Florida sales grow—fast! 


Lowest Cost Coverage in Florida’s Top Markets 
THE MIAMI 


TAMPA 
Morning Tribune 


National Representative 
Sawyer-Ferguson-Walker Company 


HERALD 


A.S. Grant, Atlanta 


AMERICAN CONFAB—Foursome talking things over at American Magazine's national 
sales meeting in New York includes, from left: E. A. Schirmer, executive v.p. of 


| Crowell-Collier Publishing Co.; 


A. M. Dingwall and Frank J. Hurley of American's 


sales staff; and John W. McPherrin, publisher. 


Boak Joins Plume & Atwood 

| Charles E. Boak, formerly with | 
|General Electric Co., Pittsfield, | 
Mass., has been appointed assist- 
ant to the president of Plume & 
Atwood Mfg. Co., Waterbury, | 
Conn. He will coordinate sales, 
production engineering and the in- 
spection departments. 


|‘Good House’ Adds Two 


Robert Greason, formerly with 
Reporter Publications, has 
appointed to the fashion merchan- 
dising staff of Good Housekeeping. 
Howard F. Parkes, formerly with 
| American Legion, 
| New York sales staff. 


William M. Wilson has resigned} general 


as executive v.p. of the Williain G. 
Rambeau Co., New York, 
John E. Pearson Co., New York, 
radio-TV station representative. 


has joined at 


| Wrigley Promotes Atwater 

William Wrigley Jr. Co., Chi- 
cago, has elected A. G. Atwater, 
sales manager, v.p. Mr. Atwater 
has been with the company since 
1933, except for four years’ serv- 
ice with the U. S. Navy and the 
Office of Strategic Services dur- 
ing the war. 


Boston Agency Adds Holden 


Reilly, Brown & Willard, Bos- 


been} ton, has added Philip C. Holden, 


formerly general manager of the 
printing and box division of Rex- 
all Drug Co., Los Angeles, as pro- 
duction manager. 


ABC Appoints Bracey 


Clarence H. Bracey, formerly 
commercial manager of 


WHOO, Orlando, Fla., has been 


to join| added to the TV spot sales staff 
of American Broadcasting Co., 


New 
York. 


National Nielsen-Ratings of Top Radio Shows 
Week of Dec. 16-27, 1951 


Wilson Joins Pearson 


All figures copyright by A. C. Nielsen Co. 


CURRENT — CURRENT 
RANK PROGRAMS 000) RATING 
EV + ee ONCE-A-WEEK (AVERAGE FOR AIL eeerppnpeeed (3, —e (7.9) 
Jack Benny (CBS, American Tobacco) . 17 
2 Lux Radio Theater (CBS, Lever Bros.) - 15. 
| 3 Amos ‘n’ Andy (CBS, Rexall) ........... 15. 
4 People Are Funny (CBS, Mars) .... ‘ 13. 
5 Charlie McCarthy Show ees. —_ Bros.) 13. 
6 Our Miss Brooks (CBS, Col : 12 
7 Fibber McGee & Molly (nee, ‘pet Milk)... 12 
8 Arthur Godfrey's Scouts (CBS, Lever-Lipton) 12. 
9 You Bet Your Life (NBC, DeSoto-Plymouth) 12 
10 Suspense (CBS, Auto-Lite) ............... 5,112 12 
| So MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,179) (5.2) 
| NE IE 0.00 tindn tes os cegsvhnchousy wren 3,897 9.3 
> One Man's Family (NBC. Miles Labs) ...... 3,352 8.0 
3 News of the World (NBC, Miles Labs) . 7.8 
| 
ee (AVERAGE FOR ALL PROGRAMS) (2,137) (5.1) 
Arthur Godfrey (CBS, Liggett & Myers) .. 106 9.8 
> Romance of Helen Trent (CBS, Whitehall) 3.813 9.1 
3 Our Gal, Sunday (CBS, Whitehall) 3,646 8.7 
a Aunt Jenny (CBS, Lever Bros.) 3,520 8.4 
5 Ma Perkins (CBS, P&G) 3,478 8.3 
6 Wendy Warren and the News (CBS. General Foods) 3,352 8.0 
7 Big Sister (CBS, P&G) 3,310 7.9 
8 Arthur Godfrey (CBS, Nabisco) 3,310 7.9 
9 ey Sg. vince vee ee tne wnressnsdkenee 3.143 7.5 
10 Road of Life (NBC, P&G) «+ «3,143 7.5 
| sy SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,634) (3.9) 
The Shadow (MBS, Wildroot) .............. 3,604 8.6 
True Detective Mysteries (MBS, Williamson) ... ‘ occ ccaee 8.5 
3 Martin Kane, Private Eye (NBC, U. S. Tobacco) SPOR 8.0 
om, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,011) (4.8) 
Theater of Today (CBS, Armstrong) . a . 3,604 8.6 
> Stars Over Hollywood (CBS. — OES ccs i ..3,017 7.2 
3 Grand Central Station (CBS, Toni C ‘ oe: 6.9 
Pulse Radio Ratings 
In 18 Major Markets; Nov. 1-7, Dec. 1-7, 1951 
EVENING 
Jack Benny (Lucky Strike, CBS) ..... ..11.4; Groucho Marx (DeSoto- et, | sansa 7.7 
Ress TROMEP CEUED cc vccccccses ..10.3 Bob Hope (Chesterfield, NBC) . 7.6 
Edgar Bergen (Coca- Cola, CBS) . ..10.2 Bob Hawk (Camel. CBS) ea 7.3 
Amos ‘n’ Andy (Rexall, CBS) .... . 9.1 Life with Luigi (Wrigley, ces) i 7.3 
Walter Winchell (Hudnut, ABC) ‘ 9.1 Suspense (Auto-Lite, CBS) 7.3 
Godfrey's Talent Scouts (Lipton, CBS) . 7.7 


MONDAY-FRIDAY DAYTIME 


| arthur Godfrey (Several sponsors, CBS) 9.2, Grand Slam (Centinental wain CBS) 7.4 

Aunt Jenny (Lever, CBS) ...... 7.7 Big Sister (P&G, CBS) 7.3 

Helen Trent (Whitehall, CBS) .. 7.7 Ma Perkins (Oxydol, tes) 7.3 

Our Gal Sunday (Whitehall, CBS) . 7.7 Rosemary (P&G. CBS 7.2 

Wendy Warren (General Foods, CBS) 7.5 Young Dr. Malone (P&G, CBS) 6.8 

| 

SATURDAY-SUNDAY DAYTIME 

Stars over Hollywood (Carnation, pal rere 5.7 Let's Pretend (Cream of a CBS) 46 

| Theater of Today (Armstrong, CBS) ..... 5.5 City Hospital (Carter, ok 45 

| Grand Central Station (Toni, CBS) 5.4 Music with the oe (Hore CBS) rr 
40 


True Detective Mysteries (Williamson, MBS) 5.1 
| Shadow (Wildroot, MBS) a 
Give & Take (Cannon Mills, CBS) 
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Advertising in the Test Stage 


! 


Water Softening 
Company Testing 
Direct Mail Kit 


MINNEAPOLIs, Jan. 29—The Min- 
neapolis-St. Paul area has been 
chosen as a test market for a di- 
rect mail promotion kit developed 
by Lindsay Co., St. Paul manufac- 
turer of automatic water softeners. 

Called “home water comparison 
laboratory,” the kit is designed to 
show the public how hard ordi- 
nary household tap water is. 

The “laboratory,” which will be 
distributed free by Lindsay 
dealers, contains three vials—one 
filled with soft water, one which 
the housewife fills with tap wa- 
ter and a sealed vial of liquid 
soap. 


® Directions printed on the inside 
of the kit ask the housewife to 
add one drop of liquid soap to the 
soft water and shake it to establish 
the “normal” for soft water suds. 
The liquid soap is then to be 
added to the tap water vial—drop 
by drop—until shaking duplicates 
the volume of suds in the first 
vial. The number of drops neces- 
sary to accomplish this duplica- 
tion is supposed to represent the 
comparative hardness of the tap 
water and the unnecessary amount 
of soap consumed in the house- 
hold. 

Kerker-Peterson and Associates, 
Minneapolis, is handling the pro- 
motion and will expand the test 
nationally if satisfactory results 
are obtained in the Twin Cities. 


BURPEE TESTS $26.95 
MAIL OFFER ON VIDEO 
Cuicaco, Jan. 30—Burpee Can 
Sealer Co., Barrington, I1l., will test 
a mail order offer carrying a $26.95 
price tag on National Broadcasting 
Co.’s new morning video show, 
“Today,” with Dave Garroway. 
The company has_ purchased 
three five-minute local news in- 


serts and will use commercial time 
to plug the merits of the automatic | 
electric Burpee deep fryer. 
TV viewers who see the show 
will be offered four pints of frying 
oil as a bonus for ordering the| 
fryer by mail. Buchanan & Co., the 
agency, insists that it is not going | 
to judge the effect of the morning 
show entirely on returns from the 
offer—that it is frankly experi- 
mental. 


SWIFT HOMES TO TEST 
COPY IN MAGAZINES 

CLAIRTON, Pa., Jan, 29—Swift 
Homes Inc., manufacturer of fac- 
iory-built homes, has set a test 
schedule in consumer magazines 
for March. 

Included in the first segment of 
the campaign are Better Homes & 
Gardens, Life and The Saturday 
Evening Post for Swift “erect- 
them-yourself homes,” Popular 
Mechanics for Swift “factory-built” 
all-aluminum garages, farm and 
utility buildings, and Grit for the 
complete Swift line. Newspapers, 
radio and television are on a sup- 
plementary schedule. 

Rotham & Gibbons, 
is the agency. 


SPONSOR 6.760 SPOTS 
WEEKLY IN WASHINGTON 

WASHINGTON, Feb. 1—Distribu- 
tors of 12 lines of household appli- 
ances are joining with a big Wash- 
ington appliance chain in a “satu- 
ration campaign” plugging home 
demonstration over five local radio 
stations. 

Lacy’s, which operates seven 
stores in the Washington area, 
picks up the check for half the 
$26,000 budget during the 13-week 
test period. Nine of the distributors 
are paying $1,300 each, while the 


Pittsburgh, 


remaining three are splitting a 
$1,300 share. 

In all, Art Ads Advertising 
Agency, Lacy’s agency, expects to 
buy 6,760 spots a week on the five 
stations. Each of the nine lines 
paying a full share will have 676 
spots for its products, and there 
will be 676 shared by the three 
lines splitting a share. 


@ As worked up by Stanley E. 
House, radio and TV director of 
the agency, the campaign attempts 
to capitalize on local interest in 
hill-billy music. Spots are intro- 
duced with hill-billy tunes. 

In addition, Lacy’s is giving a 
pair of tickets to a popular local 
hill-billy show to each listener) 
responding to the offer of “home| 
demonstrator” service. 

Mr. House said the potentialities 


of the hill-billy approach were 
suggested as a result of studies 
which Art Ads made of record, 
sheet music and juke box sales in 


the area. 
Lines participating with full 
“shares” in the first 13 weeks are 


Admiral, Bendix, Emerson, Gener- 
al Electric-TV, Hallicrafter, Hot- 
point, Motorola, Philco and RCA. 


The tenth share is split by Deep-| 


freeze, ABC Washers and a 
gas driers. 

Stations involved are WINX and/| 
WOL, Washington; WGAY, Silver 
Spring; WEAM, Arlington, and 
WWDC-FM, Washington transit 
radio station. 


| Betteridge Opens in Canada 
Betteridge & Co., Detroit agen- 
cy, has opened a Toronto office at 
| 107 Jarvis St. The agency services 
= following Canadian accounts: 
Gross Machinery Co.; J. H. Baruch 
Ltd., and National Knitting Mills. 


World Has 881 Stations 


With the addition of 64 U. S. and 
Canadian stations, 
casting System, New York, now 
boasts a total of 881 radio affiliates. 
The company provides transcribed 
library programs and features for 
local stations. 


World Broad- 
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| Dan River Appoints Marten 


Everett T. Marten, formerly, a 
partner in Carlisle Davidson, Evér- 
ett T. Marten & Associates, New 
York, public relations consultant, 
has been appointed director of pub- 
lic relations for Dan River Mills 


| Inc., Danville, Va. 


A®-MIRROR. 


BRACKETS 


VERTICAL OR 

HORIZONTAL 
For Silk Screen or 
Silvered Glass Ads— 
booth or door plate. 
Easy to use. Just 
slide glass into brack- 
et, bend end tab for- 
ward and it’s locked 
in. For 3-3/4" x 10” 
glass. 


. 4 EA seus A nd 


R or 


D plays. Just one strike 


HANGERS 
A quick easy method 
supporting dis- 


with mallet or wood 


E block and metal 


prongs clinch and 


R securely hold ma- 


terial in position. 


YARDER MFG. CO., 816 Phillins Ave., TOLEDO 12, OHIO 


— 


TO SELL THE BUYING MILLIONS 


OF 
THAT COUNTS 


IN AMERICA’S 2ND LARGEST TV MARKET 


(TS THE REACH 


UR ‘SPOTS 
. UNTS! 


your nearest NBC Spot Sales office today. 


MB ON ore 


Powerful KNBH blankets the vast Southern 
California market...puts your spots in 
the finest TV company! 


It’s over 200 miles from Santa Barbara to San Diego. Here lives 
America’s second largest buying population. And here NBC sta- 
tion KNBH is doing one of the most terrific coverage jobs in the 
short history of TV. In the primary Los Angeles market alone there 
are now more than 1,100,000 TV sets. Thousands more are in the 
so-called “fringe area’ And with its array of top-talent transeon- 
tinental shows, KNBH is now reaching a huge percentage of this 


audience. For choice spot time, contact KNBH, Hollywood, or 
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Westinghouse Slates 
$12,000,000 Budget 
for Appliance Ads 


MANSFIELD, O., Jan. 29-——A rec- 
ord budget of more than $12,000,- 
000 has been scheduled for ad- 
vertising and sales promotion dur- 
ing 1952 by the electric appliance 
division of Westinghouse Electric 
Corp. 

The biggest single item on the 
budget is co-op advertising, with 
Westinghouse putting about $3,- 
000,900 into the co-op pot, to be 
matched by a similar amount from 
the company’s dealers and dis- 
tributers. Local newspapers will 
get half of the co-op expenditure, 
which also includes television, ra- 
dio, outdoor, displays, literature, 
movie trailers and exhibits 

The appliance division also will 

bear a good part of the costs of 
Westinghouse’s TV and radio cov- 
erage of the nationa] Republican 
and Democratic conventions, a 13- 
week get-out-the-vote campaign 
and election night returns (AA, 
Jan. 7). 
@ In magpzine advertising, more 
effort will be concentrated in wo- 
men’s, shelter, small town and 
rural magazines. Merchandising 
and trade publication advertising 
ee 


will be about the same as in 1951, 
according to appliance division ad 
manager J. R. Clemens. Appliance 
demonstration costs for Westing- 
house’s “Studio One” television 
program will be $1,650,000 in 1952, 
$100,000 more than was spent in 
1951 

Fuller & Smith & Ross, Cleve-| 
land, handles the division's ac-| 
count 


' Pepperell Promotes Three 


Pepperell Mfg. Co., Boston, has} 
promoted Charles D. Bell from as-| 
sistant to the advertising manager | 
to advertising manager. He suc-| 
ceeds F. L. Cheever Jr., who has} 
been advanced to merchandise 
manager of domestics and blan- 
kets. Mrs. Ruth H. Harvey, who 
has been with the company for 
10 years, succeeds Mr. Bell. 


Sonograph Names Agency 
Spitzer & Mills, Toronto, has 
been appointed to direct advertis- 
ing for Sonograph Ltd., Leaside, 
Ont., maker of the Tape-Riter, 
magnetic tape-recorder dictating 
machine. Business and financial 
publications will be used. 


Long Co. Promotes O'Connell 

W. E. Long Co., Chicago bakery 
service organization, has promoted 
Dan O'Connell, sales service rep- 
resentative, to assistant director of 
sales. 


CueEck your schedules... 


tisements (or your clients’) are not appear 


ing in the Long Beach 


you are overlooking more than $340,797,295 
in spendable family income among the 04,205 
city zone subscribers of the Long Beach 
(In addition, 24,167 Press- 
Telegram families reside in the rapidly ex- 
panding suburban area. ) 


Press-Telegram. 


Long Beach ranks tenth in the nation in 
effective buying power per capita according 
to Sales Management's Survey of 
Power. Press-Telegram readers are the rich 
est audience in this autonomous segment of 
\merica’s third largest market. 


Don't “Lock your door at noon” by over- 
looking this ready and able-to-buy market. 
Put the Long Beach Press-Telegram on your 


schedule NOW, 


MORE THAN 2 OUT OF 3 READ THE — 


ress-Telegram 


IN LONG BEACH, CALIFORNIA 


if your adver- 


Press-Telegram then 


Buying 


National Representatives: Cresmer & Woodward, Inc. 


SIGN JUDGES—Judges of the sixth annual 


competition sponsored by the National Electric Sign Assn. look 
over contest entries. Left to right: John J. Lechner, v.p. of Foote, 


Cone & Belding, Chicago; Ken Eymann, 


electric sign design 


editor of American 


Motel Magazine, Chicago; D. R. Swormstedt, v.p. of Signs of 
the Times, Cincinnati; J. E. Moss, v.p. of Pick Hotels Corp., Chi- 
cago; Walter H. Martin, supervisor of domestic signs for Inter- 
national Harvester Co., Chicago. 


Department Store Sales ia 


For Third Week, Index Is Behind ‘51 


WASHINGTON, Jan. 29—For the 
third consecutive week, depart- 
ment store sales showed declines 
from the high levels of the corre- 
sponding week a year ago. The 
Federal Reserve Board index for 
the week ending Jan. 19 was 259, 
14% below that for the correspond- 
ing week in 1951. 

The 12 Federal Reserve districts 
all reported losses for the period, 
ranging from 26% to 8%. The larg- 
est losses were sustained by the 


DEPARTMENT STORE 


ALES INDEX 
1935-39 EQUALS 100 
Week to Jan. 19, '52* p259 
Week to Jan. 20, '51*....301 
Week to Jan. 21, '50*....230 
Week to Jan. 22, '49*....230 
Week to Jan. 24, °48*....227 
Week to Jan. 25, °47*....220 
pPreliminary. 
*Not adjusted seasonally 


Minneapolis district, down 26%; 
the San Francisco district, off 17%; 
the Cleveland district, minus 16%; 
the New York area, off 15%; the 
Chicago district, off 14%, and the 
Boston district, down 13%. 

The only city registering a gain 
for the week was Augusta, Ga., 
which reported a substantial 24% 
hike in dollar volume. Two cities, 
Houston and Springfield, Mass.,| 
showed no change over last year. | 

El Paso suffered the largest loss} 
among the cities, down 40°. Other | 
losses included Cincinnati, Minne- | 
apolis and St. Paul (off 26° each) ;} 
Los Angeles and Columbus (both 
down 25%); Pittsburgh and De- 
troit (each minus 19%), and Den- 
ver (off 18%). 


% Change from ‘5 
Week Ended 
Federal Reserve Jan. Jan. 


District and City 5 iz 1” 
UNITED STATES —1 —13 =I 
Boston District —ti —18 —I18 

New Haven 24 8 —4| 
Boston 37 19 16} 
Lowell-Lawrence 22 3 -3 
Springfield —34 3 0 
Providence 35 18 —12 
New York District r—26 —19 —15 
Newar 27 —13 —17 
Buffalo r—17 r—7 —9 
New York 26 —22 —16 
Rochester 28 —13 —9 
Syracuse 17 r—18 10 
Philadelphia District —ii —il —I1 
Philadelphia —18 r—ll —Ill 
Cleveland District —M r—ll —I6 
Akron —30 8 —12 
Cincinnati —31 10 —26 
Cleveland 23 -9 -—8 
Columbus —20 —2 -25 
Toledo -17 —10 —Ill 
Erie —3 -—2 0 
Pittsburgh —21 18 —19 
Richmond District —1y —- 
Washington —17 —8 —4 
Baltimore -21 —22 17 
Atlanta District ris rT —s 
Birmingham —9 12 6 
Jacksonville 0 4 7 
Miami ll —5 ° 
Atlanta r—26 r—-15 —J3 


Augusta 9 24 
New Orleans —13 —G —5 
Nashville —9 7 —6 
Chicago District —i ri? —! 
Chicago —16 11 —13 
Indianapolis —27 —5 —14 
Detroit —27 —15 —1 
Milwaukee —21 —§ —10 
St. Louts District —é6 eS —l! 
Little Roc 21 —10 —17 
Louisville 36 -5 —15 
St. Louis Area 24 -—2 —10 
Memphis 18 11 —12 
Minneapolis District —t —16 —26 
Minneapolis 166 —19 —26 
St. Paul 17 —12 —26 
Duluth-Superior —18 —1ll1 15 
Kansas City District —i7 —13 —10 
enver —19 —17 —18 
Wichita —t11 —2 -6 
Kansas City —13 13 
St. Joseph —10 —20 —13 
Oklahoma City —26 —10 —13 
alsa —2 —12 — 
Dallas District —ll r—1s3 —12 
allas —16 —13 —14 
El Paso —16 1 —40 
Fort Worth —14 —15 —17 
Houston —7 —10 0 
San Antonio 8 0 —10 
San Francisco District —w r—15 —l7 
Los Angeles Area —12 —14 —25 
Oakland —19 —13 —15 
San Diego —34 —12 —12 
San Francisco 6 —10 —7 
Portland —36 —21 —9 
Salt Lake City —17 —10 —17 
Seattle —24 —14 —11 
Spokane —13 —10 —14 
rRevised. 


*Data not available. 


Media Men’‘s Assn. Elects 


Murray C. Thomas of Dancer- 
Fitzgerald-Sample has been elected 
president of the Media Men’s Assn. 
of New York. Other officers elected 
are: Peter Marron, Warwick & 
Legler, Ist v.p.; James J. Daly Jr., 
Owen & Chappell, 2nd_ v.p.; 
Anthony Machiedo, G. M. Basford 
Co., secretary; Max Tendrich, 
Weiss & Geller, treasurer, and 
George H. Schiesser, Erwin, Wasey 
& Co., sergeant at arms. 


Adds Stations for TV Series 

Streitman Biscuit Co., Cincin- 
nati, has bought the Bing Crosby 
Enterprises film series, “Royal 
Playhouse,” for two more markets, 
WBTV, Charlotte, N. C., and 
WSAZ-TV, Huntington, W. Va. 
The company is currently spon- 
soring the show over WHAS, 
Louisville. The 26-week contract 
was placed through Harry M. Mil- 
ler Inec., Columbus. 


Starts Publication Division 
Kling Studios, Chicago, has set 
up a publications division. Headed 
by T. E. Sanschagrin as general 
manager and J. L. Washtien as 


editorial director, the division has | 


its own staff and facilities for pre- 
paring and producing training, 
sales and maintenance manuals for 
industry and government. 


De Martini Adds Three 

De Martini Associates, Phila- 
delphia, has been named to handle 
advertising for the housewares di- 
vision of Henry A. Dreer Co., 
mail order house for garden sup- 
plies; Metal Masters Co., maker of 
the Jingo Horse toy, and the in- 
dustrial paint division of Girard 
Paint & Varnish Co. 


More Color Coming, 
Newspaper Men Told 


Detroit, Jan. 29—Delegates to 
the Great Lakes Newspaper Me- 
chanical Conference here last week 
agreed that within five to ten 
years the larger and more prosper- 
ous metropolitan newspapers will 
| be “in color up to their ears.” The 
| customers are demanding more 
|color, the conference heard, and 
| will get it. 
| But the mechanical brains of 
| the nation’s larger papers deplored 
| the invasion of color at this time 
| because they frankly fear that, 
; once the more prosperous papers 
|get into color in a big way, a 
| large percentage of the less pros- 
|perous dailies will fall into eco- 
nomic ruin trying to keep up. 


® This is what the delegates think 
most newspapers will look like in 
five to ten years: 

1. Full-color news pictures, fea- 
ture pictures and advertisements. 
| B&w pictures and ads still will be 
jin the majority with a ratio be- 
tween 60-40%. 

2. Smaller newspapers, probably 
of the tabloid size. 

3. Larger type. 


Miller Elected Branift V. P. 


J. W. Miller, president and gen- 
}eral manager of Mid-Continent 
| Airlines Inc., Kansas City, will be- 
come a v.p. and director of Braniff 
International Airways, Dallas. The 
| two companies have agreed to con- 
| solidate, subject to the approval of 
the stockholders of the two com- 
panies and the Civil Aeronautics 
Board. 


Barber-Greene Promotes Two 


Barber-Greene Co., Aurora, II1., 
manufacturer of materials hand- 
ling equipment, has _ promoted 
Harold W. Newton from manager 
of engineered sales to assistant 
sales manager of the conveyor 
division, and William C. Gifford, 
sales office manager, to assistant 
sales manager of machine sales. 


Bryon H. Brown Adds Two 

Bryon H. Brown & Staff, Los 
Angeles, has been appointed to 
direct advertising for Skyway Pre- 
cision Tools (aviation publications 
will be used) and Vanfaire Pro- 
ducts Co. (trade media publica- 
tions will be used for Vanfaire, a 
“skin protection” lotion for indus- 
trial workers). 


| Adds WMAY,. Springfield 

| WMAY, Springfield, Ill., has be- 
|come the 191st radio affiliate of 
| National Broadcasting Co. The sta- 
tion operates on 1,000 watts day- 
time and 500 watts night. 


| Hacker Joins Lancaster 
Bennett J. Hacker, formerly with 
Stanley-Guerin Co., New York, 
has joined Lancaster Advertising, 
New York, as production manager. 
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This Week in Washington 


20-30 Million More of Us by 1960! — 


By STANLEY E. COHEN 
Washington Editor 

WaAsHINGTON, Jan. 31—As a re- 
minder that the U.S. is a dynamic, 
growing nation, take a look at the 
population forecast released by 
the Census Bureau this week. On 
the basis of present prospects, the 
bureau says total U.S. population 
~—recorded at 132,000,000 in 1940 
and 151,000,000 in 1950—should 
pass 170,000,000 in 1960; and may) 
even hit 180,000,000. 

Public Health Service figures 
show Census isn’t over-stating the 
case. For the 10th straight year, 
the U. S. had a phenomenal birth 
rate in 1951, registering a record 
3,451,000 live births in 11 months. 
Moreover, it celebrated 1,356,863 
marriages in 10 months—not a 
record but enough, on the basis of | 
past experience, to assure another 
substantial baby crop in the year 
to come. 

Just before World War II, ex- 
perts were saying the U.S. had 
matured, that its population prob- 
ably would not reach 180,000,000 
until the year 2,000. 

Addition of 40,000,000 to 50,000,- 
000 persons to the nation’s popu- 
lation in the period 1940-60 is 
probably one of the most impor- 
tant facts about America today. 
For the present it means increased 
demand at home for food, clothing, 


housing and service. Eventually it 
means more workers—and more 


taxpayers. And, of course, con- 
tinued growth of America will in- 


evitably have an impact on the 


course of world history. 
Census Bureau’s forecast (out- 


lined in Series P-25, No. 56) gives 
state-by-state projections. It shows 


California nudging Pennsylvania 
out of second place, population- 
wise, by 1955. California is gaining 
steadily on New York for first 
place in 1960. 


National Production Authority 
is predicting that total production 
of passenger cars in 1952 will be 
about 3,750,000 units, compared 
with about 4,000,000 units which 
the industry thinks it should make. 
NPA believes demand fer cars 
“will outrun production” by mid- 
summer. 

Though the auto industry is 


Heads Zonite Products 


Harris M. MeLaughlin has been 
elected president of Zonite Products 
Corporation. Mr. McLaughlin and 
365,024 other men of action throughout 
American business read The Wall 
Street Journal daily. 

(ADVERTISEMENT } 


| 
| 


| barred from buying new machine 


tools, NPA anticipates that the in-| 
dustry will manage to come out} 
with new engines and new body 
designs in its 1953 models. It de- 
scribes 1952 models, now coming 
on the market, as mere “face lift- 
ing jobs.” 


Mobilization Chief Charles E. 
Wilson gave Sen. Edwin Johnson 
(D., Colo.) a bad steer by report- 
ing that defense officials would 
have a conference on color TV on 
Feb. 6. Though Mr. Wilson re- 
ported that date in a letter to 
Johnson, NPA decided to change 
the date of the meeting to Feb. 8 
instead. 

The chances are that defense of- | 
ficials will insist that the ban on 
color broadcasting stand. However, 
they may decide to permit manu- 
facturers to rewire sets so that 
they will be capable of picking up 
CBS color signals once those sig- 
nals are available. | 

FCC Chairman Wayne Coy feels 
that failure to wire “compatibility” 
into new sets would greatly com- 
plicate introduction of color once 
the freeze is lifted. 

“Some people feel this delay in 
the introduction of color in tele- 
vision may be turned to advan- 
tage if, as some predict, a com- 
patible system of color television 
is ultimately shown to be prac- 
tical,” Chairman Coy commented. 
“Such predictions heretofore 
have had a way of disappearing 
into the limbo when they have 
served their purpose of bolstering 
developments by others.” 

“If the delay in the introduction 
of color in television imposed by 
the defense requirements does not 
result in a practical compatible 
system, we must realize that the 
results will be either the possible 
loss of any opportunity for color, 
or great difficulties in the intro- 
duction of color because of the 
large number of sets in the hands 
of the public. 

“In the circumstances, it seems 
clear to me that the public has a 
right to expect now, and until color 
sets are available, that TV manu- 
facturers at least offer the protec- 
tion of sets that are engineered | 
so as to be quickly, at reasonable} 


price, adaptable or convertible ‘| 
| 


color.” 
* e e@ 

Retiring Price Chief Mike Di- 
| Salle reminded the Senate’s bank- 
|}ing and currency committee that 
most of 1950’s inflationary pres- 
sure was “psychological”—as in- 
dustry and consumers tried to buy 
in anticipation of higher prices. 
| Arrival of price control last year, 
| plus other anti-inflationary steps, 
restored sufficient confidence to 
take pressure off prices, he said. 

DiSalle reports consumer goods 
are generally “soft” and that some 
| textiles are so soft that it may be 
possible to decontrol them. But 
| warning that industrials are press- 
| ing against the ceilings, he says the 
| “softness” of selected consumer 
| goods lines should not be taken 
| as evidence that the time has come 
to end all price control. 


OPS has said a firm “no” to 
|clothing manufacturers who hope 
{to put a 50% service charge on 
} parcels mailed to retailers under 
|new parcel post rules. A law 
passed by Congress late last year 
| reducing the maximum size of par- 
cels going through the mail has 
caused shippers to break big or- 
ders into several packages in or- 
der to continue to use parcel post 
rather than pay higher express 
charges. 

Manufacturers thought the use 
of extra cartons would avoid spe- 

cial shipping assessments. 


Fischbein Joins Jane-Art 

Saul Fischbein has joined Jane- 
Art Inc., Elmhurst, N. Y., cosmetic 
accessories and gift manufacturer 
and distributor, as general sales 
manager. Mr. Fischbein was with 
the Hearst organization for 19 
years and more recently with the 
sales staff of WPIX, New York 
television station. 


S. C. Baer Elects Officers 

The directors of S. C. Baer Co., 
Cincinnati agency, have elected 
Edward Steinau, art director, v.p.; 
Carl B. Friedman, research direc- 


| tor, secretary, and Ray Kemble Jr., 


account executive, assistant secre-| 
tary. 


Ball to Brisacher, Wheeler 

Clifford E. Ball, formerly with 
American Home, has been ap- 
pointed an account executive in the 
San Francisco office of Brisacher, 
Wheeler & Staff. 


Evan Peters Leaves JWT 


Evan R. Peters, account repre-| 


sentative in the San Francisco of- | Gandy-Owens Resigns Big-12 
Gandy-Owens Advertising, Dal- 
has resigned. His future plans have las, has resigned the Big-12 Corp. 
account. 


fice of J. Walter Thompson Co., 


not been announced. 


41 


C. E. Hooper Inc., New York, 
has added Benton & Bowles, Young 
| & Rubicam and Fuller & Smith & 
|Ross to its list of agency sub- 
| scribers for the compiete radio and 
| TV Hooperatings service, to which 
18 agencies already subscribe. A 
total of 37 agencies subscribe to 
radio Hooperatings, duplicating in 
part the complete service sub- 
scriber list. 


Elects Shoob, Robinson V. P.s 


Advertiser’s Offset Corp., New 
York, a division of Ampco Print- 
ing Co., has elected George Shoob 
and Oscar Robinson v.p.s. Mr. 
Shoob has been with the company 
since 1937 in the sales department. 
| Mr. Robinson, previously with the 
New York Times, joined the com- 


HONEY GIRL—Yello-Bole basket display | pany in 1934 and has been in the 
—one of a new line of counter displays 

brought out by Kaywoodie Co. and Kauf- 
mann Bros. & Bondy, New York, to sup- 
port its slogan, “More pipes in more 
places.” Grey Advertising is the agency. 


sales department since 1946. 


|Cohn Opens Counse! Service 
| Martin B. Cohn, formerly an ac- 
count executive with Milton Stern 
Co., has opened his own sales pro- 
motion and counseling service, 
specializing in item development. 
Offices are in the Empire State 
Bldg., New York 1. 


BONAPARTE'S 
RETREAT 


SILVER 
e 
AND GOLD 


World-Famous Pee Wee King 


Available on WAVE—In Person! 


You know Pee Wee King and his Band 
(featuring Redd Stewart) as one of 

the top broadcasting and recording 
organizations in America. 

Pee Wee is author of several recent Hit 
Parade tunes ——is the biggest 
audience-getter and sales-builder in the 
Louisville area— is now sponsored 

three hours a week on WAVE and half 
an hour a week on WAVE-TV. 


Maybe you saw him on Gulf Oil’s big 


5000 WATTS . NBC e 


TV show “We The People” on 
January 4. If so, you know what an 
amazing personality he is. 


Well, Pee Wee and his Band are now 
available for more live shows on 

WAVE and WAVE-TV. There's nothing 
hotter in all America — no 

market that better warrants his talents. 


Ask Free & Peters for time 
and talent costs. But better do it fast! 


WAVE ff 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 
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Bell of Heinz Says Claims That TV 
Cuts Reading Time Are ‘Nonsense’ 


Cuicaco, Jan. 29-—-Statements to 
the effect that television is reduc- 
ing the public’s magazine and 
newspaper reading time are “non- 


sense,” in the opinion of Franklin 
Bell, director of advertising of 
H. J. Heinz Co. 


In a talk before the Newspaper 
Advertising Executives Assn 
meeting last week, he said: “Look 
in your newspaper files of 1905 
and you will read about the bicycle 
craze and its promised destruction 
of the Sunday newspaper.” 

Actually,. he told the annual 
NAEA conference, “we have more 
leisure today and more demands 
on our leisure. The working man’s 
week has been reduced from 50-60 
hours to 39 and a fraction, in the 
past ten years.” 


@ “People are better educated, 
more sophisticated today,” he said. 
“There were six times as many 
high schoo] graduates in 1950 as 
in 1940. Nearly 70% of 16- and 
17-year-olds are today attending 


high school, and college enrollment | 


is up 12 times in the same ten-year 
span. 
“A short time ago, the average 
American lived in a thought-world 
hich encompassed only his job, 
home, his church congregation, 
d the weekly meeting of the 
ights of Pythias or the Wood- 
Men of the World.” 
pBut, Mr. Bell continued, “with 
te coming of radio and television, 
tHe intellectual horizon of Joe 
akes, plain American, broad- 
@Ged and broadened, and it is still 
bFoadening. Articulate people, 
ose audiences had been limited 
hundreds or at most to thou- 
now began reaching mil- 


ds, 


ms. 


“Washington, London, Moscow 


are right next door,” he said. “The 
world has become a very small 
place, and what goes on in the 
world is of importance to everyone 
in it. Curtailment of reading? Non- 
sense! There never was a time 
when people so thirsted for news. 
I wish I could create a headline 
with such universal sales appeal 
the newsboy’s arresting cry: 
‘Read about it! Read about it! Read 
about it!’” 

“The newspaper,” Mr. Bell testi- 


as 


fied, “is an appropriate, logical 
medium of advertising. In it, ad- 
vertising is a rival of the front 


page, and every page is preferred 
position to some segment of the 
reading public.” 

But, he warned, any medium is 
only as good as the advertiser's 
use of it. 

“We both face increasingly stiff 
competition,” he declared. “In 
1950, there were twice many 
national advertisers as there were 
ten years ago. Then, one could at- 
tract attention by the use of color. 
Today, color ads are commonplace. 
Advertising costs have just about | 
doubled in the same ten year peri- 
od.” 


as 


@ Mr. Bell underscored one of the} 
medium’'s principal problems when | 
he said that the advertising sup-| 
port given to a product “is often 
a vital factor in the dealer’s de- 
cision to buy. The extent to which 
he believes in that advertising de- 
termines the amount of merchan- 
dising cooperation he will give. 
“That’s why,” he asserted, “an 
advertiser may be tempted to for- 
sake what he knows a medium will 
do with the consumer and be in- 
fluenced by what the grocer thinks 
it will do. And [the grocer] may 
think television, because he likes 


La ok oe 


Princeton, N. J. 


Our clients will tell you The Princeton Film Center, Inc. 
delivers more motion picture value per dollar than 
any other quality producer. Write for Brochure. 


THE PRINCETON FILM CENTER, INC. 


300 Park Avenue, New York 
Plaza 5-0322 


Philadelphia, Pa. 
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wanrta, ABLE AMERICANS 


FOR FULL-TIME JOB 


We havent 
We're tghting © war thet may get s lot bigger, fast. 
‘M chere ever 
womes nth country ot now Vigorous cheer thentung 1 
Cond fearing men and women, to roll up thew 
seeves and get us out of the trouble we're im 
We don’ seed supercitizens You. and 
your neighbors...can do the job 
Words won do it Acts will, Work 
end prayer will Tenth end the ballot wil. 


aa 


and pray herder than we ever have Vous 
end seve more And we must start now. 
‘Sure we've been through ei! this befare, 
‘You're right, this is where we came in Lat'y 


DOING IT AGAIN—The Texas & Pacific Railway, which last year walked away with 
the American Public Relations Assn.’s silver anvil award in the transportation field 


' ‘52 


for its “Four Pillars of Freedom” camp 


gn, is ¢ ing the campaign in 


This ad, as part of the new campaign, will appear in 120 newspapers from coast 


to coast in February. Tracy-Locke Co., 


Dallas, is the T&P Railway's agency. 


to watch the fights on his newly 
bought set. In other words, the 
sale to the grocer may depend 
more upon the advertising medium 
than upon the advertising message 
...Are your retailers convinced 
that newspaper advertising will 
bring buying action into their 
stores?” he asked. If not, he added, 
NAEA members had better move 
quickly. 


® Michael DiSalle, director of the 
Office of Price Stabilization, who 
has announced his candidacy for 
an Ohio senatorship, assured the 
NAEA members in a_ luncheon 
talk that he has not changed his 
mind about advertising since he 
testified before a congressional 
committee to the effect that “we 
are not interested in destroying 
advertising because the free press 
couldn't exist without its life blood 
—advertising.” However, he ad- 
mitted with a wry smile, “I didn’t 
realize how much life blood it has 
until I began looking around this 
room.” 

Harry Simmons, New York man- 
agement consultant, urged the 
newspaper ad managers to change 


their titles. “If tnere ever was a 
misnomer—or a case of mistaken 
identity in nomenclature—you 
newspaper advertising executives 
unfortunately win the prize,” he 
said. 

He urged the NAEA members to 
adopt a title similar to “newspaper 
sales executive” or “newspaper ad- 
vertising sales executive.” (The 
NAEA members unanimously 
adopted a resolution at the busi- 
ness session to eventually make 
such a change in title.) 


® Ralf Shockey, president of Ralf 
Shockey & Associates, New York 
merchandising counsel, gave the 
group a graphic demonstration of 
the manner in which the Fairchild 
Scan-A-Graver can be used in re- 
tail newspaper advertising. He 
made a plastic cut on the machine 
in the eight minutes in which he 
talked. 


In particular, Mr. Shockey cited | 


the experience of the Hess Bros. 
department store in Allentown, Pa. 
The store has its own photographic 
studio and a Fairchild engraver, 


and turns out from six to 30 half-| 


tones a day—a total of about 6,000 
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inches a month, with a savings of 
from 25% to 30%. 

In his discussion of the machine’s 
potential, he said that a check of 
350 national advertisers turned up 
the fact that 275 of them make 
glossy photographs of products 
available to dealers. To date, how- 
ever, the engraving cost on such 
photos has cut down their actual 
usage. Moreover, Mr. Shockey 
added, dealers tend to avoid mats 
since they find it impossible to 
maintain layout continuity in the 
face of the many art techniques 
which are used. 


® In line with the NAEA policy of 
working—on a joint committee 
basis—with all groups with which 
its members have dealings, the ses- 
sions also included a joint discus- 
sion on retailer-newspaper prob- 
lems. 

On the panel were John F. 
Lewis, advertising director of the 
St. Paul Dispatch and Pioneer 
Press and chairman of the NAEA’s 
National Retail Dry Goods Assn. 
committee; B. Lewis Posen, pub- 
licity director of Hochschild, Kohn 
& Co. and chairman of the 
NRDGA’s NAEA committee, and 
Marshall Trippe of the Baltimore 
News-Post and American. 

The participants pointed up var- 
lious sources of friction between 
newspapers and retailers and sug- 
| gested that individual papers set 
'up meetings between newspaper 
| staffers who handle the ads and 
the people in local retail stores, for 
|} the purpose of working out dif- 
| ficulties. 

In addition, Mr. Posen urged the 
| newspaper admen to “consider the 
possibility of developing a good 
training film,” which would “show 
exactly how an ad is put together 
from the time the raw copy reaches 
the store advertising department 
until it appears as the finished 
product in the newspaper col- 
umns.” He contended that such a 
film would be self-amortizing. 


Goodrich Chemical Elects 
James Richards Sales V. P. 


James C. Richards Jr., formerly 


international sales manager of 
. F. Goodrich Chemical Co., 
Cleveland, has 


been elected v.p. 
in charge of 
sales, succeeding 
John R. Hoover, 
who was elected 
| president last 
month. Prior to 
becoming inter- 
national sales 
manager in 1949, 
Mr. Richards was 
head of the Hy- 
car rubber and 
chemical sales 
department of Goodrich Chemical. 
| The company also has appointed 
| Allyn I. Brandt, formerly general 
sales manager, as general mer- 
chandising manager, including su- 
pervision of merchandising policy 
and procedures of export as well 
'as domestic sales. 


J. C. Richards Jr. 
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PARTTIME COMEDIANS—This cast, composed of well-known food executives, put on a 
one-act comedy for the Grocery Manufacturers of America’s broker relations com- 
mittee at the National Food Brokers Assn. convention in Atlantic City. From left to 
right are Frank L. Haveron, sales manager, O-Cel-O Inc.; Eleanor Larsen, Federal 
Advertising Agency; William Doran, sales manager, Wheatena Corp.; John A. Wood, 


we 


Fred Baxter Joins Orr: 
Agency Gets Glove Account 

Fred Baxter, formerly grocery 
merchandising manager with the 
Tea Bureau, has joined Robert W. 
Orr & Associates, New York, as a 
merchandising executive. 

The John Frederics division of 
Meyers Make Inc., glove manufac- 
turer, has named Orr to handle 
its account. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily ond — news- 


Di 


v.p., Wilbur-Suchard Chocolate Co.; Earl Johnson, sales manager, R. B. Davis Co.; papers in 

Robert W. Lore, sales manager, P. J. Ritter Co.; Frank Lb. LaM , sales lowe, Werth ond South Dekete, 

Grocery Store Products Co.; W. R. Harmon, sales manager, American Maize- Products pi tage os a be pu 

Co.; Philip B. Townley, president, Paas Dye Co.; George Strauss, v.p., American pt wer 

Kitchen Products, and Irving MacPherson, sales manager, Mcilhenny Co. ANY SUBJECT, news or advertis- 
ing. Write for details. 


Warner-Hudnut Still Advertising 
for Sloan’s Liniment, 75 Years Old 


jing. About this amount will be 
five years ago, a young man named | spent in 1952, with part of the 
Earl S. Sloan left his home in| budget earmarked for a February- 
Zanesfield, O., to seek his fortune | March special promotion keynoting 
as a door-to-door peddler. With|the 75th anniversary of Sloan’s 


Owens Names R. ]. Lasko Corp.’s textile products division, 


ager of apparatus insulation sales promotion manager of the division, 
of Owens-Corning Fiberglas a newly created position. 


Western Press Clipping Exchange 
Established 1900 


Richard J. Lasko, formerly man- New York, has been named sales wens Exch. Bidg., a, ttten. 


him went a formula, perfected by 
his father, for a liniment that was 
“good for man or beast.” 

He was middling successful un- 
til he reached Chicago, where he 
discovered there were more peo- 
ple than animals. Young Sloan 
promptly dropped animals from 
his sales pitch and “the greatest 
name in pain relieving liniments” 
scored a new high in sales. 

Success took him to Boston, | 
where he formed his own com-| 
pany, and by 1903 he was grossing | 
upwards of $750,000. In 1913,| 

“Doc” Sloan sold out to the Wil- 
liam R. Warner Co. (now Warner- 
Hudnut Inc.) and returned to Ohio 
a millionaire. 


® Sloan's liniment is doing well | 
for its “new” owners, too. More} 


introduction. 

Most of the money will go into 
newspapers, sports journals and 
farm papers, with a special allo- 
cation for industrial and business 
papers. Retailers will get point of 
sale material including window 
displays, department trims, news- 
paper mats, radio transcriptions 
and TV spots. 


@ The campaign—which will stress 
| Sloan’s as a household necessity— | 
will also include a publicity pro-' 
gram, with tie-ins with sports| 
equipment makers and farming) 
equipment companies. | 

Co-featured in the promotion 
will be Sloan’s Balm, which Warn- 
er-Hudnut launched a few years 
ago. 

Kiesewetter Associates, which 


than 1,000,000 bottles are sold an-| handles the advertising, plans no} 
nually as an “aid in the relief of| important changes in the tradi-| 
household pains associated with | tional Sloan’s format. The same} 


rheumatism, arthritis, lumbago, | 
minor sprains and strains and 
muscular aches due to exposure, 
overwork and fatigue.” | 

Since Warner-Hudnut took over | 
the product, it has spent an aver-| 
age of $250,000 a year on advertis- 


| 


| used. Newspapers will be the back-| 


slogan—‘the greatest name in pain | 
relieving liniments”—will still be 
bone of the campaign, as usual. | 
(Radio was used extensively one}! 
year recently but the liniment had | 
“one of its worst years” then.) 


Client's Over-all 
Business Held Chief 
Problem of Agency 


MINNEAPOLIS, Jan. 29—The suc- 
cessful advertising agency of today 
is becoming more than just an ad- 
vertising agency—it’s increasingly 
a marketing agency, western mem- 
bers of the National Advertising 
Agency Network heard at a re- 
gional conference here. 

That point was made by speak- 
ers in a panel discussion on “How 
to prevent client dissatisfaction.” 
Speakers on the panel were Jack 
W. Bjorkholm, Hoffman & York, 
Milwaukee; Al Maescher, Oak- 
leigh R. French & Associates, St. 
Louis, and Ken Hurst, Hutzler Ad- 
vertising Agency, Dayton, O. 

Pointing out that the agency 
must understand and support the 
client’s over-all business, the pan- 
el members agreed that it requires 
team play among top manage- 
ment, advertising manager, sales 
manager and agency. 

“The agency should try to main- 
tain the same relation with a cli- 
ent as an attorney and be an in-| 
terpreter of position based on ex- 
pert knowledge and experience, 
said Mr. Bjorkholm. 


profitable basis with friend cli- 
ent”: 

1. Fit your services and talent 
into the client’s integrated mar- 
keting program. | 

2. Assign capable personnel to 
the account. | 

3. Provide service that is com-| 
prehensive, efficient, consistent. | 

4. Show initiative. 

5. Provide frequent and effec- | 
tive contact. 

6. Pursue a sound policy on | 
billing. 

} 
Katz Agency Brings Out 
23rd Farm Paper Study 

The Katz Agency, New York, 
has issued its 23rd annual “Study 
of Duplication & Coverage of Sec- 
tional & National Farm Papers,” an | 
eight-page analysis showing the 
ratio of circulation to farms, by) 
states, for 30 sectional and four 
national farm papers. 

Also shown are line rates, open’ 
and based on the full page, for) 
all 34 papers studied. A breakdown 
by states of RFD circulation is | 
given for each paper. 


Canadian Magazine Do. 


| Volume Up 16.6% in 1951 


of BIG NEWS in spot radio 


A small PRESENTATION 


The new GROUP STATION PLAN of 
fers special discounts, ranging up to 20%, 
to advertisers using a minimum of 7 station 
breaks a week, per station, on 3 or more 


Westinghouse radio stations. 


This plan may be your answer to the prob 
lem of increasing coverage without increas 
ing costs. Details are outlined in this little 
folder. If you haven't a copy, we'll be glad 
to send you one. Or, better still, get a full 
explanation in person from a sales repre 
sentative of any Westinghouse station, or 


from Free & Peters. 


© 


Ad dollar volume in sl WESTINGHOUSE RADIO STATIONS Inc 


|magazines was up 16.6% in 1951| 


»| over 1950, the Magazine “Advertis-| 
|ing Bureau of Canada, Toronto, 
reports. Linage showed an increase | 
|of 73% for the year; four-color 
@ The panel suggested six ways to| jinage rose 34.5%; two-color, 
stay “on a relatively worry-free, ' 


14.4%. 


SERVING 25 MILLION 


KYW + KDKA + WOWO + KEX + WBZ-TV 
National Representatives, Free © Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 
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Along the Media Path 


e@ Madison Newspapers Inc. has 
released its 11th annual report on 
Wisconsin retail sales trends. The 
50-page booklet contains total an- 
nual dollar volume for eight clas- 
sifications—department stores, 
men’s wear, women’s wear, shoes, 
jewelry, furniture, foods and drugs. 
The last section of the book is de- 
voted to market data and covers 
population, business and newspa- 
per circulation. A limited number 
of copies is available 


e@ Two big new television studios 
have just opened in Chicago, one 
on Jan. 21 in the Merchandise 
Mart, the other on Jan. 28 in what 
used to be the Garrick Theater on 
Randolph St 

National Broadcasting Co.'s 
Studio E in the Mart is a $500,000 
productior center. One of its out- 
standing features is an almost 


completely automatic lighting sys- 
tem. The heart of this is a huge 
Rotolector control panel located a 
floor above the studio. The Roto- 
lector and an associated dimmer | 
board console control 120 lighting 
circuits. 

In the new Garrick Television 
Center, Balaban & Katz, which 
operates WBKB, now has a 92x49’ | 
stage in front of a 600-seat audi-| 
torium and an orchestra pit for el 
musicians. One of the three cam-| 
eras on stage operates from a} 
Houston motor-driven crane dolly | 
said to be the largest in tne coun- | 
try, with a lift up to 10’ and a/| 
180-degree sweep. } 


e The Boston Post is distributing 
the Culinary Arts Institute set of 
24 cookbooks, each devoted to a 
separate class of foods, through 
600 grocery outlets in a 50-mile 


powerful. 


unar 


IN INFLUENCE AND PRESTIGE with the 
nation's top furniture and home furnish- 
ings store buyers, REVIEW is uniquely 
Published by NRFA, REVIEW 
is looked upon by retailers as ‘our own 
magazine’. Write for full detai'- todey 


'owmwaet 


* Beblished. by MATIONAL RETAIL FURNITURE 
ASSOCIATION * 666 Luke Shore Drive * Chicago 1! 


radius of Boston. Starting Jan. 29, 
a different volume is offered each 
week for 19¢ and a coupon clipped 
from the Post, which has been 
using teaser sheets and newspaper 
ads to provoke interest in the pro- 
motion. 


e A file-folder style readership 
study has been issued by Machine 
& Tool Blue Book. The study an- 
swers such questions as who reads 


the publication, the time spent in| 


reading, where, how and why it 


is read, and what the readers buy | 


from it. 


e@ A $250,000 expansion program, 
including a major three-story ad- 
dition and an increase in press- 
room working space, is in the 
works by Meredith Publishing Co., 
Des Moines (Better Homes & Gar- 
dens and Successful Farming). 

The three-story addition, which 
will comprise a total area of 20,- 
000 square feet, is expected to be 
closed and covered by September, 
1952, while the single-floor press- 
room project may be completed 
ahead of this date. 


e Crosley Broadcasting Corp., 
Cincinnati, will launch a 10-day 
drug merchandising campaign 
March 7, covering several thousand 
retail drug outlets in Ohio, Ken- 
tucky, Indiana and West Virginia. 
The drive, similar to a grocery 
campaign in progress this month, 
will feature 45 products advertised 
over WLW and WLW-TV in Cin- 
cinnati, Dayton and Columbus. 
Druggists will receive a promo- 
tional kit consisting of banners, 
price markers and newspaper 
mats. 


e File-size folders showing the 
dominant positions in retail sales 
which are occupied by Modesto 
and Fresno, Cal., have just been is- 


and 


Manager; or contact Free & Peters. 


a (RE 
THE MIDWEST NOY KFAB 


SERVED 


KFAB's News Department has made many achievements, } 
but none more important than the satisfaction of gathering, writing 
t newscasts every 24 hours — the MOST- 
LISTENED-TO NEWSCASTS in the Midwest Empire. Sponsors’ messages 
profit by these DAILY ACHIEVEMENTS of the KFAB newsroom. More 
facts on how you can achieve greater sales in the Midwest Empire 
will be mailed to you on request. Address: Harry Burke, General 


sued by McClatchy Newspapers, 
Sacramento, publisher of the Mo- 
desto Bee and Fresno Bee. Al- 
though 157th in the group of cities 
under 25,000 population, Modesto 
is shown to be first in retail sales, 
first in food sales and first in auto- 
motive sales. Fresno, ranking 16th 
in population in the 50,000-100,- 
000 group, places first in retail 
sales, the folder indicates. 


e Wisconsin Agriculturist & Farm- 
|er has published results of a mail 
survey among Wisconsin farm 
subscribers, which contains infor- 
|mation regarding their frequency 
of attending movies; why they do 
or do not go; the type of pictures 
preferred; how far they travel to 
go; names of pictures last seen; 
whether they are in range of TV 
stations and have TV sets, and the 
effect ownership of a TV set may 
have had on their attendance. 


e Ad volume in the January AED 
convention issue of Construction 
Equipment reached a new high of | 
98% pages. This figure is nearly | 
twice the total carried in the same 
issue of a year ago, the magazine 
reports. 


eA team of 11 “All-American” 
cities have received good govern- 
ment awards from the Minneapolis 
Sunday Tribune. Sponsored an- 
| nually by the Tribune and the Na- 
tional Municipal League, the! 
awards are given to the 11 Amer-| 
ican cities which make the biggest | 
contribution toward good govern- 
ment during the year. Winners in| 
1951 include Atlanta; Asheville- 
Buncombe County, N. C.; Boston; 


Columbia, S. C.; Dayton; Kala- 
|mazoo; Kansas City, Mo.; Mt.| 
Vernon, Ill.; Pawtucket, R. I.;} 


Philadelphia, and San Antonio. 


e Los Angeles televiewers got a 

ringside seat for the floods which 

poured over large portions of 

Southern California recently. Dur- 

ing the height of the onslaught, | 
KTTV stayed on the air 24 hours 
to cover various areas with its 
cameras and all available person- 
; nel. 


}e “Thanks. everybody,” says 
WLAC, CBS affiliate in Nashville, 
on the occasion of its 25th anniver- 
sary, in the 1952 edition of its “... 
in the public interest...” booklet, 
which covers the many activities 
engaged in by the station during 
the past year, with special bows 
'to the station’s nearly 200 adver- 
| tisers, the Columbia Broadcasting 
|; System and the 932,500 listeners 
who wrote letters to the station in 
| 1951. 


e Ladies’ Home Journa! is making 
|}available a new four-page folder 
| for use of Journal advertisers who 

distribute through department 
| stores and specialty shops. The 
| folder, in the form of a direct mail 
| piece, has as its theme, “Good 
| News for You,” and provides man- 
| ufacturers with an assist in mer- 
| chandising their Journal ads. 


|@ Midwest Farm Paper Unit (The 
| Farmer, Nebraska Farmer, Prairie 
Farmer, Wallaces’ Farmer & Iowa 
| Homestead and Wisconsin Agricul- 
| turist & Farmer) has available re- 
sults of a study on the 1952 buying 
intentions of the farm subscribers 
to the five publications. The report 
includes buildings, vacation plans, 
plumbing, heating and _ cooking, 
household furnishings, electrical 
automotive and tractor equipment, 
general farm equipment and sprays 
and spraying equipment. 


e American Family Magazine, 
Chicago, reports that ad volume 
for the fourth quarter of 1951 was 
| 130% ahead of the same period 
for 1950. Ad volume of the Jan- 
uary, 1952, issue showed an 80% 
increase over that of the January, 
1951, issue. 


Advertising Age, February 4, 1952 


|e The 


e A new broadside of the Wash- 
ington Post tells that the paper, 
since 1947, has published more 
than 1,000,000 lines of retail gro- 
cery advertising each year, and 
that in November, 1951, it set a 
new record in Washington for re- 
tail grocery advertising, publishing 
166,413 lines. 


e During January, Canadian Home 
Journal distributed thousands of 
its second annual “Portfolio of 
Interiors” to major Canadian re- 
tailers from coast to coast. The 
portfolio contains home planning 
features from the magazine, plus 
tie-in advertising. 


@ Weekend Picture Magazine, 
Montreal, a supplement distributed 
with 17 Canadian newspapers, has 
a new promotion piece in the mails 
pointing up the fact that starting 
this year Canadians will be able 
to obtain as much American funds 
as they wish for travel in the U.S. 
Titled “Big News about a Dollar,” 
the broadside is a pitch aimed at 
U. S. travel advertisers. Included 
in the mailing was (you may have 
guessed) a dollar bill. 


e A recent promotion package is 
Flow’s new presentation for Flow 
Quarterly, a new rotogravure tab- 
loid aimed at large and small 
plants which have material han- 
dling problems that are not as con- 
tinuous as those of the group 
which receives the basic monthly 
edition of Flow, The package in- 
cludes editions of both publica- 
tions, with descriptive literature 
indicating similarities and differ- 
ences. 


“1952 Blue Book of the 
Iowa Grocery Market,” issued 
by the Des Moines Register and 


| Tribune, contains complete infor- 


mation on all Iowa wholesale gro- 
cers, all Iowa chains and all Iowa 


retailers, including a dollar vol- 
ume classification of stores. 
e@ For almost 14 hours in on 


week, television cameras of WHAS, 
Louisville, explored schools of the 
Louisville area. They focused upon 
every grade from kindergarten 
through senior high school. How 
this was done and the resulting 
increase in public interest in schoo! 
activities is told in a WHAS pub- 
lication, “Inside Our Schools.” 


e WJBK-TV, Detroit, has learned 
it doesn't pay to underestimate the 
might of the smallfry. When it re- 
cently decided to drop its 15-min- 
ute morning program of cartoons 
to make room for the Arthur God- 
frey show, its switchboards were 
literally jammed by protests—so 
strong, in fact, that the station an- 
nounced it would resume the car- 
toons immediately following the 
Godfrey program. 


e Hamilton Wright Organization 
Inc., New York, and the Boston 
Herald combined forces for a spe- 
cial Puerto Rico week in Boston, 
Jan. 20-26. The week featured 
movies, talks, radio interviews, 
news stories, exhibits and the pub- 
lication of a special rotogravure 
section by the Boston Herald, Jan 
20. The event reportedly is the 
first time any newspaper has done 
a rotogravure supplement on an 
overseas territory, and, for the 
Herald, was the initiation of a plan 
to publish special sections in the 
future on many foreign countries 


Kelly Joins WOW.-TV Sales 

Joe Kelly, formerly with the 
Omaha office of Bozell & Jacobs, 
and recently with the Omaha Safe- 
ty Council, has joined the sales 
department of WOW-TV, Omaha 
Mr. Kelly replaces Gene Edward, 
who joined Buchanan-Thomas, 
Omaha. 


Belyea Joins F rost Inc. 

Harry A. Belyea has joined Har- 
ry M. Frost Inc., Boston agency, 
as an account executive. 
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CHANGES SINCE 1889—How Quaker Oats Co.'s package for Aunt Jemima pan- 

cake flour has changed over the years is illustrated in the top row above, with the 

front and back of the newest design change being shown underneath. For the first 
time, the package carries a color reproduction of pancakes, butter and syrup. 


Quaker's Aunt Jemima Ready-Mix Package 
Is Redesigned, for Fourth Time Since ‘89 


CHICAGO, Jan. 29—Dealers’ 
shelves are now sporting a new 
package for Quaker Oats Co.’s 
Aunt Jemima Ready-Mix, which, 
for the first time, carries a four- 
color reproduction of a stack of 
pancakes, complete with related 
items. 

Designed to provide additional 
appetite appeal, the front of the 
package features the well-known 
picture of Aunt Jemima and in- 
cludes an illustration showing a 
plate of pancakes, butter and 
syrup. The back panel shows the 
pancakes as well as a waffle il- 
lustration and suggested recipe 
varieties. 

Promotion-wise, the package 
features a premium of “Famous 
Recipes from Famous Places”’— 
recipe cards with a four-color 
drawing of famous eating places 
together with their best-known 
recipes. One of the cards will be 
in each package of Aunt Jemima 
products; the complete set of 16 is 
being offered for a box top plus 
10¢. 


There have been four major 
changes in the packages of Aunt 
Jemima mix, the oldest of all pre- 
pared mixes. Introduced in 1889, 
the first package was printed in 
red and black and featured an 
Aunt Jemima sketch. 

In 1916, A. B. Frost, a promi- 
nent illustrator of Negro charac- 
ters, was commissioned to create 
a new Aunt Jemima. His painting 
was adopted in the package de- 
sign and used until 1936. At that 
time Quaker decided a moderni- 
zation was once again in order. 
Quaker asked illustrator Hadden 
Sundblom to produce an oil paint- 
ing of an attractive smiling Negro 
woman to serve as a modern 
trademark. 

In 1944, Quaker hired Jim Nash, 
the package designer, to create a 
new package built around the 
Sundblom illustration. This pack- 
age was first introduced in 1946. 
Quaker’s latest change also fea- 
tures the Sundblom illustration, 
and was designed, again, by Mr. 
Nash. 


Bayuk Acquires Webster 

Bayuk Cigars Inc., Philadelphia, 
and Webster Tobacco Co., New 
York, have agreed that Bayuk will 
acquire certain operating assets of 
Webster, including cigar brands, 
inventories, and such equipment 
as Bayuk will need to manufacture 
the Webster cigar brands. Certain 
of the Webster assets will be pur- 
chased for cash while the Webster 
brand will be paid for over a ten- 
year period on the basis of sales. 
The Cinco brand will be leased 
to Bayuk for a period of years. 
Webster stockholders will vote on 
the transaction Feb. 26. 


Opens West Coast Office 


has opened a branch office at 3450 
Wilshire Blvd., Los Angeles. The 
office will be under the direction 
of J. Reeves Espy, formerly a mo- 
tion picture executive. Vern East- 


man, who was formerly with the, 


agency in St. Louis and more re- 
cently with Dan B. Miner, Los An- 
geles agency, has rejoined D’Arcy 
as copywriter and account execu- 
tive. 


Farquhar Adds Airline 

Farquhar & Co., New York, has 
been appointed to direct advertis- 
ing for Robinson Airlines Corp., 
Ithaca, N. Y. Newspapers, radio, 
outdoor and direct mail will be 
used. Previously, the company 
placed its business direct. 


Yott Joins Simon & Smith 
Kenneth Yott, formerly a ty- 


pographer with Conger Printing 
Co., Portland, Ore., has joined the 
production department of Simon & 
Smith, Portland agency. 


Clissold Leaves Anahist, 
Joins Industrial Surveys 


John W. Clissold has resigned as 
director of sales for Anahist Co., 
Yonkers, N. Y., and will take on 
a special assignment for Industrial 
Surveys beginning Feb. 1. 

Anahist will not replace Mr. 
Clissold, whose duties will be tak- 
en over by John S. Hewitt, execu- 


Washington Papers Elect 


Raymond L. Bachman, publish- 


‘er of the Columbian, Vancouver, 


Wash., has been elected president 
of the Allied Daily Newspapers of 
Washington. Charles Sefrit, Bell- 
ingham Herald, has been elected 
v.p. Directors chosen are: 


ing president; Harold Cassill, 
Cowles Publications, Spokane, and 
John Edinger, Centralia Chronicle. 


Juniors Eligible for Exams 

The American Assn. of Adver- 
tising Agencies, New York, has an- 
nounced that college juniors as 
well as seniors will be eligible this 
year to take the annual Four 
A’s examinations for advertising. 
Deadline for filing applications for 
the exam, which will be given 
in 30 cities on Feb. 16 and Feb. 
23, is Feb. 4. 


‘Parade’ Appoints Agency 

Parade has appointed Calkins 
& Holden, Carlock, McClinton & 
Smith, New York, to direct its ad- 
vertising. Consumer and trade ad- 
vertising will be used. 


Alex | 
Ottevaere, Bremerton Sun, retir-| 


Agency Appoints Windsor 

Clifford D. Windsor, formerly in 
the art department of J. D. Tarcher 
Co., New York, has been appointed 
assistant art director in the New 
York office of Laughlin-Wilson- 
Baxter & Persons. 
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Names Nelson Ad Manager 

Carl L. Nelson, formerly Pacific 
Coast retail sales manager of 
Montgomery Ward & Co., has been 
named advertising manager of 
Golden State Co., San Francisco, 
dairy products concern. 
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Covers an industry that is 


making its own brilliant +3 


future through research 


enon EY 


Half-way up Michigan’s Lower Pen- 
insula, between the fabulous Dow 
Chemical empire and the approaches 
of Lake Huron, lies the large, rich 
Saginaw Market, served by the 
Booth-published Saginaw News. 
Saginaw is another great Booth 
Newspaper Market...with a trading 


zone population of over 300,000 
and a newspaper circulation of 
44,722. Booth-published newspapers 
build solidly and substantially ... 
for their advertisers and for them- 
selves. Their modern plants, editorial 
excellence and sales influence are 
all widely recognized. 


Me Sen 


tive v.p. 


Silicone Doubles Ad Budget __ 


Silicone Paper Co. of America, 
New York, manufacturer of Magic 
Lens tissue for industrial safety 
and production use, has announced | 


| it is doubling its ad budget through | 


D’Arcy Advertising, St. Louis, | ‘ I 
| sales increases in 1951. Color pages | 


all media for 1952 as a result of | 


and spreads are being scheduled | 
for trade publications and news- 
papers. 


Blitz Adds Hopman Account 


Blitz Advertising, Portland, 
Ore., has been appointed to direct 
advertising for Luke Hopman, 
Garden Home, Ore., bulb grower. 
About 30 newspapers in Califor- 
nia, Texas and Louisiana, as well 
as schedules in American Home, 
Better Homes & Gardens, House 
Beautiful, Household, House & 
Garden and Sunset Magazine, will 
be used. 


Two Accounts to Maury 


Haitian Development Co., Port- 
Au-Prince, manufacturer of Tam- 
bour cigarets, and Hampton Mfg. 
Co., manufacturer of industrial 
pressure sensitive tape, have ap- 
pointed Maury, Lee & Marshall, 


New York, to handle their adver- 


tising. 


For new market folder, call— 


The Saginaw News 


one of % Booth Michigan newspapers 


j A. H. Kuch, 
110 E. 42nd Street, 
| Murray Hill 6-7232 


‘ 


New York 17, New York, Chicago 11, Illinois, 
4680 


The John E. Lutz Co.; 3 
435 N. Michigan Avenue 


Superior 7- j 


NEVA 


Reopens, 


== THE SAGINAW News = 


___ Savinare, Michiagas, Towetey, lamwary 8.1982 
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PARTY SHOTS—At left: Barry Ryan, president; Gordon Ralston, in charge of R&R’s Toronto office; Travis 
Wells, a.e; Cal McCarthy, executive v.p.; S. H. Link, of R&R Detroit; Oscar Zahner, who heads R&R, St. 
Louis; John Magro, Cincinnati; and John Weiser, Pacific Coast manager for R&R. Center: Barry Ryan and 


Ruthrauff & Ryan, Now 40 Years Old, 


Has Had a Billings Gain Every Year 


(Continued from Page 1) 
in the copy department, reading 
simply “Will it sell?” And later 
amended the sign to read “Will it 
sell—this year?” 


It was an agency which held 
at a “media steal” (i.e., finding 
medium which produced sales 


@nd was unrecognized) hot 
Merchandising plan was im- 
rtant as a smashing headline or 

@ brilliant campaign 
) It was an agency which grew in 
@epressions, thrived on “dog” 
oducts, was given to repeating 
Bay little axioms like “when 
nes are tough, value stands out.” 
was an agency which was proud 
its copy men, believed that it 
erated a first-class training 
hool for copywriters, and still 
as capable of saying that the 
ea in the campaign was far more 

bs nportant than how it was said. 


as 


. It was an agency which believed 
at a piece of copy which pulled 
@oupons would pull sales in a store, 
that thought pretty layouts a poor 
Substitute for “newsy” copy, that 
Bked products where the adver- 
fising was the big difference in the 
roducts. 
— It was an agency which early 
earned for itself a reputation for 
being savagely competitive. 


!“Rough and Ready,” sniffed more 


genteel competitors; “Riffrauff 
and Ruin,” sneared rival new busi- 
ness men. 

And the reputation hasn't worn 


off with the amassment of billing: | 


R&R had the temerity to wade into 
a congressional committee investi- 


gating the award of the Army re-| 


cruiting account to Gardner Ad- 
vertising with a presentation 
which openly doubted whether the 
successful agency had the billings 
it claimed. 

And it was R&R which put to- 
gether the highly controversial 
campaign of the American Tele- 
vision Dealers & Manufacturers, 
which employed commercials by 
Angelo Patri, and strongly implied 
that irreparable damage would ac- 
crue to the nation’s children if 
their parents selfishly denied them 
the blessings of video. In the wel- 
ter of screams from aroused edu- 
cators, parents and newspapermen, 
R&R doggedly stood its ground. 


8 Finally, it is an agency which 
believes in advertising. The late 
George Washington Hill walked 
into R&R and gave the agency the 
Pall Mall account after being in- 
trigued by a house ad in news- 
papers; Chrysler Corp. was in- 
trigued with an agency booklet 


LAKE SHORE ELECTROTYPE DIV. 


1224 W. VAN BUREN ST. * CHICAGO 7, ILL. 


PHONE SEeley 8-1010 


jrauff and Quincy 


called “Slow Down the Band Wag- 
on—the Elephants Can't Keep 
Up.” This booklet, incidentally, 
stressed that “our audiences are 
not composed of university gradu- 
ates ....” while warning that sim- 
plicity should not be confused with 
crudity and “to write understand- 
ably for the man in the street, we 
need not skirt the borders of il- 
literacy.” 


|All three are on the 


|@ Frederick B. (Fritz) Ryan and| 
| Wilbur B. Ruthrauff met at a 
| house party on Cape Cod. They | 
|were both Yale graduates, al- 
though they were five years apart} 
at college. Both had dabbled in 
real estate—Ryan as a salesman! 

(he had junked his engineering | 
training, which got him a $1l2-a-) 
week job as a draftsman)—Ruth- | 
rauff as a reluctant rent collec-| 
tor. Ruthrauff was, when they met, | 
a free lance writer of sales letters | 
and booklets. 

The first location of Ruthrauff & | 
Ryan had one private office, and 
the partners flipped a coin for it. | 
Ruthrauff won—and Ryan became 
president. The agency was run as | 
a 50-50 partnership until 1941) 
when Ruthrauff, still v-.p. and | 
treasurer, died. It still has many} 
aspects of a family business. 
® Fritz Ryan is chairman of the | 
board. F. B. (Barry) Ryan Jr. is} 
president. He joined the agency 
in 1928 after graduating from 
Yale (he was a three-letter man| 
and as recently as 1947 was a na-| 
tional racquets champion), went! 
through the agency department by 
department, with particular em- 
phasis on radio, and was v.p. and 
treasurer before taking over as' 
president. During the war he 
served as a naval lieutenant, and 
| was executive officer on a de- 
stroyer escort. F. Bourne Ruth- 
G. Ryan are 
v.p.s and both are account ex- 
ecutives. 

In 1946, AA reported that the 
preferred stock of the agency was 
held by the Ruthrauff and Ryan 
families, but that the common 
stock, which carries voting privi- 
leges, is widely held within the 
agency. At that point, five ex- 
ecutives held as much common 
stock as did the chairman of the 
board. 


@ At any rate, the 40 years of 
R&R represent one of the long- 
est records of continuous man- 
agement in the agency business. 
Cal J. McCarthy, executive v-p. 
and treasurer, has spent 30 years 


| with R&R, and Paul E. Watson, 
|executive v.p. in charge of west- 


ern operations in Chicago, is an- 
other veteran. Mr. McCarthy has 
a son, Cal Jr., who is an R&R v.p. 

In fact, when the 400 R&R em- 
ployes gathered for the anniver- 
sary dinner in New York, there 
was one employe present who had 
served since the first year of the 
agency’s operation, 25 who have 
been with the agency more than 25 


%& | years, 64 who have been R&R em- | 


Bourne Ruthrauff reenact the famous flip of a coin, by which their fathers settled who would have the 
big office and who the title of president. Right: Bourne Ruthrauff, Connie McKenna of the copy depart- 
ment and Thomas F. (Doc) Brennan, R&R’s copy director, look at a real piece of copy—the anniversary menu. 


ployes more than 15 years, and 108 
who joined more than ten years 
ago. 


® Paul Watson took over R&R’s 
token Chicago office in January, 
1921, and now oversees a substan- 
tial portion of the agency’s over- 
all billing. His lieutenants are Jack 
Littell, who came two years later, 
and Ken Stewart, both senior v.p.s. 
agency's 
board of directors. 

Among major accounts handled 
by the Chicago office are Wrigley, 
Brown-Forman’s Old Forester, Dr. 
Pepper, Griesedieck Bros., Tums, 
Reddi-Wip, Hollywood Candy Co. 
and others. 


in She Orders ~ 
‘A Chicken Salad. Please” 


MAIL ORDER—On ads like these for Doubleday’s Book of Etiquette (1923) and Ar- 
thur Murray (1924) the initial success of Ruthrauff & Ryan was based. Arthur 
Murray is still an R&R client. 


The early years of R&R were 
heavily concerned with mail order, 
that grinding school where adver- 
tising must pay off. In that pe- 
riod, R&R turned out some fam- 
ous ads, like “Of course I remem- 
ber you, Mr. Addison Sims of Se- 
attle” for Roth Memory Course, 
or “Again she ordered chicken sal- 
ad,” one of a series for Nelson 
Doubleday’s “Book of Etiquette,” 
which sold 1,500,000 copies. 

The mail order accounts were 
built up inte big-space advertis- 
ers, with the advertising paying 
for the expansion. 


@ In the 40 years, R&R has never 
had a year when it didn’t grow in 


_there’s nothing else like it 


No other publication in Canada 
has this combination of impor- 
tant selling features —consistent 
coverage of a// English-speaking 
Canada—choice of different sec- 
tions at different rates —high 
family readership— proven dealer 
support. 


the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 


US. 


4 i = 


in Canada! 


Representotives: Ward-Griffith Co. Inc. 
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billing. Through two wars, booms 
and busts, R&R kept right on grow- 
ing. Some of its clients go back to 
the mail order days, like Arthur 
Murray (30 years). 

In the ’20s, R&R began to at- 
tract the package goods accounts 
with which it is now largely iden- 
tified. 

R&R got Lever Bros.’ Rinso in 
a competition (incidentally, Lever 
paid each agency for the work in- 
volved in making the solicitation), 
then was awarded Lifebuoy and 
Spry. 

It was for Rinso that R&R first 
invaded the comics iield, and is 
generally believed to have been 
the first to use the medium in a 
major way. The results were phe- 
nomenal, but R&R men were in- 
structed to be noncommittal. But 
Rinso was moving so well that 
comics salesmen were able to doc- 
ument the trend, and quickly sold 
other advertisers into the medium. | 


| 


@ The cartoon technique, with 
commercials delivered by the 
characters in balloons, was to be- 
come an R&R favorite. So was pic- 
ture-and-continuity, a technique 
used both to provide a demon- 
stration and to initiate motion 
and news interest into ads. “She 
powdered her nose in a sandpit,” 
a campaign showing the severe 
testing of a Dodge, was one of the 
first efforts to utilize this method. | 

Incidentally, the comics entry | 
came from the work done for R&R 
by George Gallup, who used to 
spend his summers in New York 
when a member of the Drake Uni- 
versity faculty. R&R was interested 
in Gallup, and wanted him on its 
staff, but Gallup was sold on 
teaching. It was not until he had 
shifted to Northwestern _ that 
Young & Rubicam was able to lure 
him out of the academic cloister. 

R&R bought the first hour-long 
radio show, the “True Story Hour.” | 
Macfadden Publications, inciden- 
tally, was a client of R&R’s before 
True Story was developed. In 1930, 
R&R developed a_ thrice-weekly 
radio show, called “What Hap- 
pened to Jane?” and a year later 
put “Big Sister” on the air, where 
she still lives unhappily. 


® About the same time, the agen- 
cy began to buy spot radio for 
Rinso, concentrating on station 
breaks and hitch-hikes. “Spot” 
hadn’t come into use; the an- 
nouncements were generally 
known in the trade as “parasites.” 

Also, in the early ‘30s, R&R 
moved into the sponsorship of ra- 
dio play-by-play accounts of base- 
ball, and bought the Boston Red 
Sox for Kentucky Club smoking 
tobacco, on which Barry Ryan was 
account executive. The season 
rights were acquired for $40,- 
000; last year the amount was more 
than $1,000,000. 

The emphasis on radio was 
matched by an abiding interest in | 
wesearch and merchandising. Be- 
fore the present Nielsen service, 
R&R had test stores in 12 cities, 
with agency men making inven- 
tories and checking sales. In 1941 
the agency started the “Radio Eye” 
service, a checking of non-radio 
and radio homes; this had to be 
suspended in 1943, but the agen- 
cy is currently studying the pos- 
sibility of reviving it. 


@ The agency is still devoted to 
panels, operating them independ- 
ently of its work with Nielsen and 
Industrial Surveys. And three of | 
Wilson Main’s assistants—he’s v.p. 
and director of research at R&R 
—were research directors in small- 
er agencies. 

It has also done a considerable 
amount of copy testing, although 
—with its penchant for ads which 
pull coupons and inquiries—it has 
about decided that people tend to 
take the best-looking ad, not the 
ad which would make them react 
if they were prospects. 
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fer the experience from account to 
account, and thinks it’s managed 
to steer clear of stereotyped pro- 
motion. In fact, R&R figures that 
this way it’s on the hest economic 
side of the beer business, and cites 
as proof that its eight brewers sell 
more beer and spend more in ad- 
vertising than any of the big na- 
tional brews. 

Otherwise, R&R has the fairly 
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moting from within, and actually 
carries it so far as to require de- 
partment heads to notify other de- 
partment heads (who may nom- 
inate candidates) about job open- 
ings before filling them from the 
outside. R&R is somewhat differ- 
ent in that many of its top people 
came to the agency with non-agen- 


cy backgrounds, from retail, dis- 
tributing and manufacturing busi- 
nesses. 


Among the interesting facets of 
the agency from a management 
standpoint is an advisory commit- 
tee, composed of seven executives 
(McCarthy, Ryan, Main, Ruth- 
rauff, plus vice-presidents Robert 
M. Watson, Robert G. Wilson and 


MPRINTING 
Folders, Booklets, Pasteboard Cartons, 
Circulars, Envelopes. Folding facilities 


ARROW - bittersweet 8-9405 


3837 N Ashland Ave - Chicago 13 


Leland G. Frierson) which can 
operate in a consulting capacity 
with any account. The group can 
land has kept a client out of ad- 


| — 


common big-agency custom of Pro-  , THe gig NEW DODGE SIX * ONLY $595 + iUST A FEW DOLLARS MORE THAN LOWEST PRICE CARS!» 


meiner Se D595: cmt = DODGE 6 zl 


| THEN AND NOW-—Back in 1933, the big new Dodge “6” coupe _rauff & Ryan was one of the first ads getting news interest in| 
cost only $595, and this “‘picture-and-continuity” spread by Ruth- copy. At right is current Dodge copy by the agency. 


vertising while tinkering with the long time before billing began to 
marketing strategy. Often, as in come in, it’s paid off handsomely. 
the case of Lipton’s Frostee, which In fact, R&R’s postwar climb is 
was around the R&R shop for a due more to the burgeoning budg- 
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Advertising Age, February 4, 1952 


ets of clients (many up 200%-2,- 
000%) than to new business. 
Where clients have tied budgets to 
sales, R&R has developed some 
outstanding advertisers. Among 
the companies which have jumped 
spectacularly are such diverse cli- 
ents as Kentile Inc., Auto-Lite, 
American Airlines and Brown- 
Forman Distillers. 

The initial capital of R&R was 
$2,000. It must sometimes be start- 
ling for oldtime R&R men to cal- 
culate that in 1951 an amount of 
money equal to the agency’s start- 
ing capital was billed about every 
four and one-half working min- 
utes. 


FTC Official Raps 
‘Imdrin Advertising 


WASHINGTON, Jan. 29—Federal 
Trade Commission trial examiner 
Abner E. Lipscomb last week ruled 
| that Rhodes Pharmacal Co.’s “Im- 
drin” cannot be advertised as a 
cure or effective treatment for any 
arthritic or rheumatic condition. 

Unless appealed within 30 days, 
his opinion will lead to a cease and 
desist order outlawing many of the 
claims Rhodes has used in Imdrin 
advertising. 

Meanwhile, Rhodes’ advertising 
has been severely restricted under 
}an injunction of the U.S. district 
court in Chicago, secured by FTC 

| last September. 


} 

@iIn asking for the injunction 
pending the completion of its hear- 
ings on Imdrin ads, the FTC con- 
tended that dependence on Imdrin 
might result in irreparable injury 
to individuals suffering from seri- 
ous forms of arthritis. 

In his decision, Mr. Lips- 
comb said Imdrin affords only 
{temporary and partial relief in 
eases of “minor aches, pains and 
discomforts.” He said this limited 
relief “is due to the preparation’s 
two analgesic ingredients, one of 
which is commonly known as 
aspirin.” 

“Delay of needed treatment may 
result in irreparable crippling, es- 
| pecially in those forms of arthritis 
‘and rheumatism known to be 

caused by specific infections,” Mr. 
Lipscomb said. 


Circulation Managers Elect 


Frank J. Heinrich of the Free 
Press, Burlington, Vt., has been 
elected president of the New Eng- 
land Circulation Managers Assn. 
Other officers elected are: George 
M. Clark, Hartford Courant, 1st 
v.p.; Frank Geoghegan, Patriot 
Ledger, Quincy, Mass., 2nd _ v.p., 
and Guy W. Mersereau of the 
Christian Science Monitor, secre- 
tary-treasurer. 


_Deuss-Gordon Changes Names 


Deuss-Gordon Advertising, Chi- 

cago, has changed its name to Ed 
Deuss Advertising Agency and will 
remain at the same address. The 
change follows the reentrance into 
the business as president of the 
| agency of Ed Deuss, who has re- 
signed from Old Rose Distributing 
| Co., Chicago. Under the new setup, 
the agency will handle the Old 
Rose account. 


'Skwish Appoints Hicks 


Skwish Corp., New York manu- 
facturer of purse and pocket size 
atomizers, has appointed Lawrence 
Boles Hicks Inc., New York, to 
handle all advertising. Plans are 
under way to increase national 
| distribution, which will be fol- 
| lowed by magazine, newspaper and 
| business paper advertising. Alt- 
man-Stoller, New York, is the pre- 
vious agency. 


Raddon Joins Winter Agency 


Sam Raddon, who has had his 
own public relations office since 
leaving the editorial staff of the 
Journal, Portland, Ore., has joined 
William Winter Advertising, Port- 
land. At the same time, the agency 
has announced it has moved to 
new quarters at 1604 S. W. 10th 
Ave. 
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‘Ideas Syndicated?’ C. M. Asks 


Service Anniversaries Are News 


Customer Checkup Is Good PR 


Retail Ads Need Improvement: Woolf 


The Unseemly Economics of Opulence - Do ‘Accepted’ 


Economic Theories Apply in a Society of Abundance? 


For its new concept of the American economy and the role of advertis- 
ing and selling, this chapter of a forthcoming book by J. K. Galbraith, 
professor of economics at Harvard. is must reading for every advertising 


man. It appeared originally in the January issue of Harper's Magazine. 
Prof. Galbraith’s book, “American Capitalism: The Concept of Counter- 
vailing Power,” will be published Feb. 20 by Houghton Mifflin, with whose 
permission this chapter is reprinted here. 


By J. K. GALBRAITH* 

There is a deeply held belief, the Puri- 
tan antecedents of which are clear, that 
if a wealthy man admits even to himself 
that he can afford a measure of reckless- 
ness in his expenditures, an angry God 
will strike him dead—or certainly take 
away his money. This holds also for na- 
tions. The utmost reticence must be ob- 
served in talking about the affluence of 
the United States. It is permissible to 
concede, even with a certain amount of 
pride, that the United States is a wealthy 
country. But to conclude that in peace- 
time this opulence excuses a _ certain 
amount of social waste is to invite the 
divine fury that immolated Sodom and 
Gomorrah. Yet a great many things about 
the United States can be explained only 
by its wealth. 


s For example, not even the genius of the 
adman has been wholly equal to the task 
of proving that the paper, ether, and skills 
employed in, say, cigaret advertising are 
related to any urgent public need. As with 
cigaret advertising so, presumably, with 
highway billboards, redundant service 
stations, glossy packages, bread that is 
first denatured and then fortified, high- 
pressure salesmanship, singing commer- 
cials, and the concept of the captive audi- 
ence. All, in one way or another, are 
apparently the result of incentives which 
guide the energies of men not toward but 
away from maximum social efficiency. 
Few would insist that these activities are 
in response to any very pressing desire of 
the American people. By the standard of 
what people would have, were they to 
vote on the matter, the American economy 
is undoubtedly a wasteful one. 

However, much of the discussion of 


*The author is at present professor of 
economics at Harvard University, and 
prior to the war he taught the subject at 
the University of California and at Prince- 
ton, as well as at Harvard. From 1940 to 
1943 he served the government as an 
economist and administrator, heading the 
OPA price division in 1941-42. After the 
war, he directed studies of the effect of 
air attacks on the German and Japanese 
economy, as a member of the Strategic 
Bombing Survey, and subsequently was 
in charge of economic affairs in those 
countries for the State Department. He 
has written for and been a member of the 
board of editors of Fortune. 


such waste in the American economy— 
that which concerns economics rather than 
taste—has missed the point. Economists 
and a good many others have pointed to 
the vast energies devoted to selling and 
advertising with shock or alarm. Those 
who make their living by it have replied, 
both in anger and in sorrow, that it isn’t 
wasteful at all. Some bold spirits, with a 
knack for generalization, have said that 
all critics of such expenditure are sub- 
versive. The truth does not lie in between 
but elsewhere. Our proliferation of sell- 
ing activity is the counterpart of com- 
parative opulence. Much of it is inevitable 
with high levels of well-being. It may be 
waste but it is waste that exists because 
the community is too well off to care 
much. 

In a country where, as the result of 
maximum exertion of all, only a bare 
minimum of food, clothing, fuel, and shel- 
ter can be provided, it would indeed be 
intolerable to have some firms or indus- 
tries tacitly restricting production and 
sustaining prices. The price of such a 
monopoly in, say, the coal-mining indus- 
try would be an insufficiency of coal in 
relation to what consumers desperately 
need. This might be partially offset by a 
somewhat greater supply of food. The 
men and resources who, under more ideal 
circumstances, would be employed in the 
mines, would, as the result of the re- 
striction there, find employment in agri- 
culture. But the consequences for the in- 
sufficiently heated public would be far 
from ideal. 

Similarly such a community could ill 
afford to have any considerable fraction 
of its labor force concocting sales slogans 
for its limited supply of bread, writing 
advertising copy for its meager stock of 
clothing, putting its few vegetables into 
cellophane packages, or otherwise bring- 
ing the arts of direct salesmanship to bear 
on its poverty-stricken consumers. In 
such a land the whole force, male and 
female, of J. Walter Thompson, Du Pont 
Cellophane, and Mr. Elmo Roper should 
without question be at work producing 
potatoes, beans, and coal so that people 
might be slightly less hungry and cold. 

In fact, in such a community, this labor 
(perhaps after an appropriate rehabilita- 
tion for manual employments) would 
have no choice but to seek these pedes- 
trian occupations. It is not necessary to 
advertise food to hungry people, fuel to 
cold people, or houses to the homeless. 


No one could make a living doing so. The 
need and the opportunity to persuade 
people arise only as people have the in- 
come to satisfy relatively unimportant 
wants, of the urgency of which they are 
not automatically aware. The social in- 
efficiency of a wealthy community, if 
such it may be called, grows with the 
growth in wealth that goes far to make 
this inefficiency inconsequential. 

Thus, while the 42 million dollars’ 
worth of skill, art, and paper spent in 
1949 for cigaret advertising and the 29 
million dollars devoted to alcoholic bever- 
ages served no urgent social purpose, the 
same is true of the cigarets and the liquor. 
It is not clear that the community would 
be better off if those now engaged in sell- 
ing tobacco and liquor were employed in- 
stead in the production of more and 
cheaper cigarets and whisky. (Both the 
alcoholic and the cigaret hangover seem 
now to be sufficiently institutionalized.) 
It is not certain, always assuming peace, 
that James H. Blandings and the other 
employes of Banton and Dascomb are 
needed in any alternative employment— 
they are not needed, as all recent history 
shows, in the production of potatoes. The 
alternative use of the resources which a 
wealthy community appears to use frivo- 
lously will always be in other frivolous 
employments. It will be in the production 
of things of no very great consequence by 
any standards. 


e It is worth while to examine a little 
more closely the relation of advertising 
and selling expenditures to a state of 
relatively high opulence. These expendi- 
tures are made for a variety of purposes. 
The department stores advertise for no 
more complex purpose than to let cus- 
tomers know what they have, what they 
would especially like to sell at the mo- 
ment, and at what prices. The same mo- 
tive lies behind an appreciable amount of 
consumers’ goods selling in general. In 
one way or another the vendor has always 
had to cry his wares; the modern tech- 
niques that are brought to the service of 
this particular task may be no more costly 
or no more raucous than those that have 
been used throughout time. 

This kind of salesmanship invites no 
comment on grounds of social efficiency. 
Indeed the New York housewife who was 
forced to do without Macy’s advertising 
would have a sense of loss second only to 
that from doing without Macy’s. However, 
in a consumers’ goods industry shared by 
a comparatively small number of sellers— 
a characteristic industry of the contempo- 
rary American economy—advertising and 
selling activity is assumed in modern 
economics to be undertaken for one or 
both of two further purposes. It may be, 
simply, an instrument of commercial 
rivalry. Energetic and retributive price 
competition having been forsworn as 


self-destructive, the firm turns to its 
salesmen and advertising agency to find 
new customers and to win customers away 
from its rivals, The firm is seeking, in the 
economist’s terms, to move its demand 
curve to the right. Such an effort to get 
more business is necessary, in a world 
where others are doing the same, if the 
firm is merely to hold its own. Only the 
very disingenuous can suppose, or argue, 
that this form of selling effort is merély 
to make the customer aware that the fig 

has something to sell. Americans a 
indeed be mentally retarded if they still 
had to be advised that the American Te- 
bacco Co. has Lucky Strikes to dispose of. 


eit is also generally agreed that 
firm may be seeking, often implicitly, 
through its advertising and salesmans 

so to establish its own personality that it 
will be protected in some measure fram 
other firms which do not reliably obser¥e 
the convention against unorthodox pr 
cutting. If a firm is able to persuade t# 
public that its brand of toothpaste, p 
cake flour, razor blades, or aspirin has 
qualities that are unique, or if it can 
merely get shoppers to name its brand 
without thought when they go into 
store, then it is protected in some cou 
from the rivalry of other firms who afe 
trying to sell the same product at a lowér 
price. In so enhancing the market powér 
which it has over its own brand, it 
quires some freedom to move its o 
price without inviting loss of custom. The 
price cuts of other firms can be viewed 
with some equanimity. Economic theory 
has given much attention to this process of 
“product differentiation” in the past 15 
years. As a motive, either overt or impli- 
cit, for advertising and other selling ex- 
penditure its importance has been con- 
siderably exaggerated. Simple interfirm 
rivalry is almost certainly far more im- 
portant. Still, it is a recognizable phenom- 
enon and the wastes associated with ef- 
forts to build up what have been termed 
“brand monopolies” have been greatly de- 
plored. 

There could be no great volume of sell- 
ing expenditure of either of the two sorts 
just described except in a wealthy com- 
munity. In such a community the money 
dispensed in any given purchase is not of 
high importance to the person spending 
it—in the language of economics, the 
marginal utility of money is low. In such 
a community, also, a great many different 
purchases are.made by each individual. 
The result is that no single purchase is 
worth a great deal of thought; there are 
too many of them for each to be con- 
sidered in detail. Accordingly the pur- 
chaser is a ready subject for the attentions 
of the advertiser and the salesman. The 
customer allows himself to be influenced 
by imaginary or contrived virtues, be- 
cause he is not sufficiently under the pres- 
sure of want to learn whether or not these 
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He yields to the in- 
not 


virtues are imaginary 
fluence of suggestion because he is 
obliged, by want, to think 
tions. On going into a store he repeats a 
brand that been iterated and 
reiterated on the radio because the money 
he is spending is not of sufficient impor- 
tance to justify his ascertaining whether 
there are better and cheaper alternatives 


about his ac- 


name has 


Those who are persuaded that the buyer 
is victimized need to realize that, in the 
first instafice, he is the victim of his own 
comparative well-being 


® The opportunity for product differentia- 
for associating what amounts to a 
with the 


tion 
measure of 
brand or personality of a particular seller 
is almost uniquely the result of opu- 
lence. A hungry man could never be per- 
suaded that bread that is uniquely sof- 
tened, sliced, wrapped, and enriched is 
worth more than a cheaper and larger 
but anonymous loaf that will fill his 
stomach. A southern cropper will not, as 
the result of advertising, develop a pre- 
ference for one brand of cooked, spiced, 
and canned ham over another. He will 
buy plain sidemeat. No one would adver- 
tise the sound effects of processed break- 
fast foods striking the milk to Scottish 
crofters who have only the resources to 
buy oatmeal. In such communities all the 
commercial advantages lie with the pro- 
ducers of plain bread, sidemeat, and oat- 
meal 
® For the same reasons, the tendency for 
commercia! rivalries, in the absence of 
price competition, to be channeled into 
@dvertising and salesmanship would dis- 
@ppear in a poor community. One cannot 
be certain that the convention against 
price competition, itself, could be main- 
tained. The nicotine addict, whe now auto- 
atically buys one or another of the 
andard brands of cigarets, would, under 
e whiplash of necessity, become an in- 
iting market for a cheaper product. The 
rm that provided it would acquire cus- 
mers with a rush, Something very like 
is happened during the early years of 
fhe depression when millions of impover- 
Shed smokers turned enthusiastically to 
‘. ten-cent brands of cigarets. In any 
dase, for maintaining the 
against price competition, it is a great 
lp to have customers who do not care 
tl if, on occasion, they think they do. 
§ There is a legend, with a great appeal 
to romantic men, that Americans are a 
Bation of salesmen because they have 
some peculiar virtuosity in this craft. 
There are more salesmen, and salesman- 
ship is more highly developed, in the 
United States than elsewhere in the world. 
But the explanation lies not with national 
character but with national wealth. The 
latter of course, that there are 
more goods to be sold. But even more, it 
means that psychological, not physical, 
considerations control desire. The bio- 
logical minimums are covered. As a result 
that modern practitioner of applied psy- 
chology, the salesman, gets his oppor- 
tunity. Sent to practice on Indians or Chi- 
nese or even French peasants he would 
be a dismal failure 


monopoly power 


convention 


means, 


® Many of my fellow economists will have 
difficulty in sharing the equanimity with 
which I here view selling costs and the so- 
called wastes of distribution. Economics 
began in the eighteenth and nineteenth 
centuries when men were really poor. Two 
of its great pioneers, Malthus and Ricardo, 
held that grinding poverty was the fate of 
man—any surplus wealth, above the re- 
quirements for bare subsistence, would be 
promptly into the additional 
mouths that wealth itself would spawn. In 
such a society inefficiency was, indeed, an 
evil thing. It denied bread to the hungry 
and clothing to the naked even though, 
if these became available, they launched 
a new cycle of conception and birth that 
re-established the common poverty. West- 
ern man, as the result of an unsuspected 
preference for comfort over procreation, 


absorbed 


and aided by some inexpensive appliances, 
has escaped from this cycle of poverty. 
In the United States, in recent times, for 
most people the biological minimums of 
food, clothing, and even shelter have been 
covered as a matter of course. By com- 
parison, the further wants of man are 
comparatively unimportant. Economists, 
nonetheless, have stuck firmly to their 
conviction that anything that denies the 
community additional goods or services, 
however casual their significance, is the 
greatest of sins. They have brought the 
mentality of nineteenth-century poverty 
to the analysis of twentieth-century opu- 
lence. They have worried far too much 
about partially monopolized prices or 
excessive advertising and selling costs 
for tobacco, liquor, chocolates, automo- 
biles, and soap in a land which is already 
suffering from nicotine poisoning and 
alcoholism, which is nutritionally gorged 
with sugar, which is filling its hospitals 
and cemeteries with those who have been 
maimed or murdered on highways, and 
which is dangerously neurotic about nor- 
mal body odors. 

It is now time to relent slightly and 
make some needed overtures to orthodoxy. 
I am here suggesting how, in spite of the 
apparent inefficiencies of the American 
economy, we still manage to survive. We 
survive—and this is another story— 
partly because of our capacity for tech- 
nological change and the extraordinarily 
favorable organization of the American 
economy for encouraging it. But we sur- 
vive partly because social efficiency itself 
is not as essential as it has been thought 
to be in an economy which has escaped 
far above the poverty line. This is not a 
mandate for a total neglect of efficiency. 
For one thing there are still many poor 
people in the United States. They bear 
the higher prices associated with mono- 
poly and the higher costs of distribution 
along with those who can afford them 
and who, as the result of their escape 
from physical to psychological standards 
of consumption, actually encourage such 
expenditure. There are still many who 
would live fuller and better lives if ele- 
mentary goods were produced more 
abundantly and more cheaply. Housing 
is a case in point. 


@ Let me say a word directly about the 
inefficiency which follows from mono- 
poly. The effect of monopoly power on 
the use of economic resources has classi- 
cally been supposed to be too little em- 
ployment in the monopolized industries. 
There is some evidence that in the United 
States the most damaging effect is, in 
fact, in encouraging excessive employ- 
ment in the competitive industries. This 
part of the economy provides special op- 
portunities to the man who is seeking em- 
ployment or to employ himself. In a model 
competitive society he can always get 
employment by sufficiently lowering his 
wage; where there are parts of the eco- 
nomy, like agriculture, which still con- 
form to the model, these offer that valued 
opportunity to the independent job seeker. 
There is a strong possibility, especially 
when there is less than full employment 
in the economy, that these industries will 
attract a heavy surplus of workers. By 
crowding into this part of the economy 
they lower, unduly, the returns to those 
already there. This has been the fate of 
American agriculture in the past and per- 


haps also of the textile, clothing, and 
needlework trades. 
In agriculture the problem has been 


made especially acute by a higher birth 
rate than in the cities, which requires 
that there be a steady migration to the 
cities if any given ratio of rural to urban 
employment is to be maintained. During 
the depression years the farm-labor force 
grew substantially as the result of the 
virtual stoppage of migration to the cities 
and the return of those who had pre- 
viously migrated. Even in more favorable 
times, over-employment in agriculture 
raises serious problems of maintaining 
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The Creative Man‘s Corner... 
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announce “what’s new for ’52.” 


Ideas Syndicated? 


Always alert to new trends in advertising, The Corner would like to call 
to the attention of all and sundry the new trend to the old car in advertising. 
Seven-Up goes back to a 1929 Ford—one of the first Model A’s. Gulf goes 
back to a 1906 Cadillac. And Goodyear goes back to a White of undefined 
vintage. This trend seems particularly appropriate at a time when Detroit 
is buying millions of dollars’ worth of newspaper and magazine space to 


If anybody is interested, the automobile manufacturers are also showing 
a trend; Chevvy, Dodge and Buick all introduced their latest models with 
rhyming headlines—new, true and '52. This is not only a coincidence but 
a remarkable deviation from the customary “Announcing the new...” The 
motor moguls must be subscribing to a new syndicated service. 
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standards of education, health, and wel- 
fare at civilized levels in the regions of 
dense rural population 

Also in one way or another nearly all 
of the great American fortunes are based 
on the present or past possession of a 
measure of monopoly power. It is to oil, 
railroads, steel, copper, urban real estate 
that yesterday's fortunes and the higher 
of today’s unearned incomes trace. Agri- 
culture, bituminous-coa! mining, textile 
and clothing manufacture have produced 
few men of great wealth. Income in- 
equality, like monopoly, distorts the use 
of resources. It diverts them from the 
wants of the many to the esoteric desires 
of the few—if not from bread to cake at 
least from Chevrolets to Cadillacs. Un- 
necessary inequality in income—unnec- 
essary in the sense that it does not reward 

ifferences in intelligence, application, or 
willingness to take risks—may also impair 
economic stability. The saving or spend- 
ing of income that accrues in large chunks 
to relatively few people is subject to far 
more erratic impulses than the saving or 
spending of income of wage and salary 
earners. 

Accordingly, there are good reasons for 
continuing to worry about social ineffi- 
ciency. At the same time no one should be 
at a loss as to why we survive it. 


® Before taking leave of the unseemly 
subject of opulence, one of its further 
consequences must be observed. There is 
a widely held view that the economic 
management of the United States is a 
task requiring the utmost wisdom and 
subtlety. As a corollary, the utmost peril 
is implicit in every government decision. 
In the two years prior to the Korean war 
brave men shuddered at the consequences 
of reducing taxes (or not reducing them): 
of passing a public-housing bill (and of 
not passing it); of the perils associated 
with peril points in tariffs (and of the 
consequences of not reducing tariffs); of 
the ruin that awaited the dairy industry 
in untaxed and colored margarine and the 
ruin that awaited the cotton grower if 
discrimination against cottonseed oil con- 
tinued. 

The time may come when the strength 
of the American economy will turn on the 
quality of government decisions but it 


oer 


will be in war or under the threat of war. 
It has not turned on such decisions in the 
past. The consequences for general eco- 
nomic welfare of most government deci- 
sions on economic matters has been im- 
perceptible. 

The first reason is our nearly universal 
tendency to confuse close decisions with 
important ones. The most difficult deci- 
sions are, normally, the least important. 
They involve a choice between courses 
of action which are almost equally favor- 
able—or, on occasion, almost equally un- 
happy. Different men assess the effects of 
the alternative courses of action differ- 
ently and the very closeness of the out- 
come causes them to marshal their argu- 
ments elaborately. Our much-used dialec- 
tic of exaggeration is also brought liberally 
to bear in the argument. Infinite benefit 
is pictured for one course, utter disaster 
for another. Were the choice in fact be- 
tween great good and great damage, the 
decision would be so obvious that it would 
not be debated. 


s The other reason that government de- 
cisions have been relatively unimportant 
is that we have frequently been able to 
choose the wrong course rather than the 
right one because wealth has acted as a 
solvent for such error. None of the real 
sources of well-being—the endowment of 
physical resources and the education and 
energy of the people—are ever seriously 
compromised by any government deci- 
sions. Hence, while unwise government 
decisions may, in the past, have affected 
the rate of economic growth, it has been 
but rarely that one could identify their 
consequences. This is at least implicitly 
recognized. Alarm over pending actions 
by government on economic matters, 
which frequently reaches almost -patho- 
logical proportions when the decision is 
pending, almost invariably evaporates 
completely once the action is taken. 
Wisdom in economic policy is nct to be 
deplored. But one of the profound sources 
of American strength has been the margin 
for error provided by our endowment. In 
the United Kingdom, especially in recent 
times, there has been little latitude for 
mistakes. Government policy on economic 
affairs has had, accordingly, to be far 
more precise than it has ever been with 
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us. An 80th Congress occupying the House 
of Commons or a sizable cadre of Missouri 
Democrats in Whitehall, would, on many 
occasions in the past two decades, have 
brought about a fairly prompt liquidation 
of what remains of the British Empire. 
Wealth does more than provide a mar- 
gin for error. In the United Kingdom and 
other Western European countries, social 
reform—the provision of additional in- 
come, services, and security for the under- 
privileged—has been at the fairly direct 
expense of the privileged. The clash of 
interest between those who have and 
those who have not is obvious and in- 
escapable. With the single exception of 
the emancipation of the slaves, no meas- 
ure for the assistance of any group in the 


United States has brought an identifiable 
reduction in the income of any other 
group. The costs of free education, social 
security, assistance to farmers, and like 
measures of domestic welfare have been 
deeply disguised by the general increase 
in income. (In modern times they have 
also been small in comparison with the 
far greater costs of defense and war.) 
Had the assessment of these costs been 
directly against the static incomes of those 
who paid but did not benefit, the debate 
concerning them would have been a good 
deal more bitter than it was. Wealth, and 
especially growing wealth, has not only 
been a solvent for mistakes. It has also 
been a solvent for what, in their absence, 
might have been grave social strains. 


Father of Adman Who Died Too Young Siresses 
Need for Greater Care of Health 


The following letter from J. George Frederick, president of The Business 
Bourse, New York, and father of David Mansfield Frederick, business 
manager of Harper’s Magazine, who died Jan. 2 at the age of 43, is so 
pertinent and timely that it deserves the careful reading — and equally 
careful thought — of every advertising man and woman. 


To the Editor: Still reeling from the 
shock of my son’s (David Frederick's) 
untimely death at 43, I want to express 
appreciation of your article and editorial 
on the subject of the too-young death 
record of advertising men. Years ago, 
when managing editor of Printers’ Ink 
and Advertising and Selling Magazine, I 
wrote editorials on this subject, already 
noticeable many years ago. As an oldster 
in the profession I have a few ideas on the 
subject. 

"Way back in 1905 when I was editing 
“Judicious Advertising” (published by 
Lord & Thomas advertising agency, Chi- 
cago) and we came to work one day to 
learn that Mr. Thomas had dropped dead, 
we were all sobered by this phenomenon; 
we “youngsters,” like Albert Lasker, Lou 
Wasey, Paul Faust, etc., who were Lord 
& Thomas men then. Perhaps we all—in- 
cluding Jchn Lee Mahin, a leading com- 
petitor agency man then—made resolu- 
tions to avoid the same fate somehow, for 
all of these men, myself included, seemed 
to learn how to “let go” in time—yes, 
even that redoubtable dynamo, Lasker! 
Wasey’s famous, paradise retreat in the 
Caribbean, Lasker's interests, Faust’s 
calm face, John Lee Mahin’s great delight 
in fishing, which I shared with him even 
when he was in his last year—all these 
and other reasons contributed to keeping 
these men alive. Yet few would say that 
they lacked any pep in their jobs; they 
were terrific! 

I'll admit that advertising demands a 


Tips for the Production Man... 


strong physical constitution; the high 
competitive pace, the extra hours, the 
tensions and jumpy uncertainties, the 
friction over ideas, the inexorability of 
deadlines, rapid technologic and economic 
changes and shifts all drain down the re- 
serves of nerve and heart strength and 
tend toward neglect of relaxation. 

What can be done for improvement? 
There's no panacea, but for a tip, ask ad- 
vertising men’s stenographers. They’!] tell 
you that not even in Wall Street is the 
tension so great, the overtime so usual, 
the night work so frequent, the shifts and 
changes so bewildering. Many of them 
frankly prefer not to work for advertising 
men for these reasons. Can't we adopt— 
and influence clients to adopt—less hectic 
habits? We all have the run-for-the-bus 
habit and outlook, and are too intently 
concentrated, have too insular an outlook 
on life. 

I do, however, see some recognition of 
all this, here and there. Perhaps we are 
starting on the road to improvement. Ad- 
vertising men are not, however, alone in 
this attitude. There are business execu- 
tive circles, in highly competitive fields, 
which are equally guilty of these vices, 
particularly in the sales field in specialty 
selling. Many sales managers also go the 
same road to too-early death or debility. 
.. Maybe we should write a play: “Death 
of an Advertising Man,” to dramatize this 
deadly thing. 

J. GeorGe FREDERICK, Presi- 
dent, The Business Bourse, New York. 


Misuses of the Box 


By KENNETH B. BUTLER 

Lately we have been noticing a rash of 
annoying misuses of the good old box as 
used in promotional material, catalogs, 
and house publications. Some of these 
are so artless as to indicate that many 
production men have given little study to 
the part that the box device may play 
in good typographical layout. 

The box (placing a printer's rule around 
important text material) is a venerable 
and perfectly acceptable device which had 
its origin many years ago in newspaper 
makeup. It is a simple but effective way 
to create emphasis. 

When over-used it is ineffective. Too 
many production men think only of the 
box when they wish to make an item pop 
out. This indicates a lack of resourceful- 


ness, because it is only one of hundreds 
of devices for concentrating interest. A 
mailing piece that is a wild confusion of 
boxed material is a cluttered hodge-podge, 
with one box nullifying the others. 

Two boxes per page should be the max- 
imum, and the production man should, 
in addition, consider facing pages and so 
spot his boxes on the spread that they 
are well surrounded with gray text or 
white space. 


= Boxes should never be placed adjacent 
to each other, and their use must be 
considered in designing the balance of 
typographical features on a page or 


spread. If the printer’s rule used with the 
box is heavy, the box has an impact very 
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CONFUSED AND CLUTTERED—Too many boxes 
used, pinched and crowded within box, 
and boxes wrongly placed adjacent to 
each other. 


close to that of a square finish halftone 
and its placement must be considered ac- 
cordingly. 

The text material within the box, in- 
cluding the headline if any, must be set 
in a measure sufficiently narrow so as to 
allow liberal, well-balanced white space 
between text and box. Otherwise a 
crowded, pinched effect results, which 
spoils the appearance. 

The four-sided box is so linked with 
newspaper makeup that those desiring 
a fresh approach to the use of the box 
should consider some of the newer treat- 
ments. Some of these include: 


Mail Order and Direct Mail Clinic... 
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Care in the Modern Treatment 
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SOME NEWER TREATMENTS—-Modern design 
has altered the aspect of boxed emphasis 
in these three examples. 


1. Reverse plate handling. 

2. Boxed rule on top and bottom only. 
3. Rule boxed on three sides only. 

4. Horizontal rules extending off the 


page as a bleed. 


5. One vertical rule at the left (or 
right)—a fairly bold, or wide screened 


rule. 


6. Text set wtih ragged edge margins 
on one side, the flush side oriented to a 


strong vertical rule. 


7. Use of mildly ornamental borders 
instead of single-line printer’s rule. ~ 

8. Text indented widely each side, and 
the whole pointed up with a dot, square, 


star, or other printer's “dingbat.” 


9. Overprint text on color tint blo 
10. Variation in the weight of the es 
used in boxing. 


Customer Checkup Is Good PR 


By Wuitt NoRTHMORE SCHULTZ 

Wouldn't it be fine if we could get 
every single one of our customers to buy 
from us each month? 

That's a goal all of us would like to 
reach. Perhaps we'll never hit such sales 
heights, but we can try. 

If we're going to increase our sales, 
we've got to maintain a friendly spirit 
with our customers. And one of the best 
ways to bring about such a cordial re- 
lationship is by direct mail. 

A simple, inexpensive sales-winning 
piece of direct mail came to my home 
recently and I'd like to look it over with 
you. Perhaps you can adapt this direct 
mail idea into your 1952 direct mail pro- 
motions, 


@ The piece came from The Fair—an old, 
successful retail store located on Chicago's 
busy and competitive State St. Signed by 
the Fair’s credit manager, the letter, 
printed on white 81x11 paper, leads off 
with a drawing of green spectacles which 
“look” toward a friendly greeting, printed 
in red, which says: “We're looking for 
you—Mr. Schultz.” The name, incidental- 
ly, is neatly stamped in green ink, thus 
making the letter adaptable to all the 
names of The Fair’s charge customers. 

Theme of the easy-to-read letter is: 
“Why haven't you used your charge ac- 
count and bought something from us re- 
cently?” 

“Because we are so eager to please you, 
will you please detail (on the enclosed 
card) any constructive suggestions which 
you can make for the improvement of 
our service or merchandise?” a portion 
of the letter reads. 

A pink (notice all the colors) business 


te ee ee ee ee 


reply card is enclosed with this good Will 
building piece. On the card are prifited 
these three, checkable statements: : 

“™) All is well. I haven’t had any teed 
to charge recently. 

“™ I have a complaint and here it is: 
| There's room to write out the complaint, 
should there be one.] 

“[) I plan to be in to use my Fair charge 
account again soon!” 

On the bottom of the card there is 
plenty of room for the customer's name 
and address. 

This direct mail promotion 
tive, in my opinion, because: 

1. It strengthens the tie between store 


is effec- 
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and customer. 

2. It builds good will in an unobtrusive 
way, for the personalized letter makes you 
believe the store is eager to please you 

3. It satisfies the sales promotion people 
in stimulating interest in the store and 
encouraging suggestions for better service 
and maybe different merchandise, which 


Salesense in Advertising ... 


ultimately may increase sales. 

It might be wise to send a letter like 
this to your customers periodically. I 
think the public relations value is ex- 
cellent...and you may get a great many 
constructive ideas from irate or pleased 
customers that will increase your sales 
considerably in the months ahead. 


There's Vast Room for Improvement 
in Retail Newspaper Advertising 


By James D. Woo.r 


It has long been a suspicion of mine that 
retail newspaper advertising, taken by 
and large, is a sloppy, impuissant, and 
farcical operation. The same goes for a 
great deal of local radio advertising, but 
this is a subject that 
will be given a going 
over in a later piece. 

Countless millions of 

liars are wasted ev- 

year by merchants 
local busi- 
messes for “advertis- 
fi@e” that brings no 

eable returns what- 

r. This is especially 
tre in towns and cities 
rapging in size from, say, 100,000 down 
to vil ages that boast a country weekly. 

A recent Salesense piece quoted the 

tement of Victor M. Ratner that “Ad- 

tising is one of the least effective of 
the activities of man.” Mr. Ratner, a 

Be-president and treasurer of Macy's, 

sumably spoke out of the depth of his 

Mm experience 

Whether or not you go along with his 

marge against the efficiency of adver- 
* as a whole, you can hardly fail to 
agree that his assertion applies with spe- 
cig] force to what I shall designate here 

the average run of “Middletown” re- 
ef newspaper advertising 


d other 


Jim Woolf 


§ 
Mony Reasons for Poor Results 

There are a variety of reasons for the 
futilities that masquerade under the name 
of advertising by retailers in Middletown’s 
newspapers, as follows 

1. The fact that, in many instances, the 
merchant has no real faith in, or under- 
standing of, advertising. He buys space 
at more or less regular intervals because 


he believes it is his “civic duty” to sup- 
port the hometown newspaper. His copy 
usually consists only of his store name 


and address and some such inadequacy 
as “Don't forget the Emporium when in 
need of hardware.” 

The other day I lunched with a radio 
and TV retail merchant friend of mine 
Chatting at the door of his store, on our 
return, we were interrupted by one of 
his clerks 

“The girl from the newspaper is here,” 
he said, “and she wants to know what to 
put into tomorrow's ad.” 

“Tell her,” replied my “that 
she'll find some stock cuts in the second 
left-hand drawer of my desk. Ask her to 
pick out one she likes, and to dish up 
three or four lines of snappy copy. I'm 
too busy to bother with it now.” 

“Tom,” I asked him, “how much will 
that ad cost?” He figured a moment and 
said, “Twenty-five dollars.” 

Tom is typical of countless retailers 
all over the country. He buys advertising 
because he thinks it is “the thing to do.” 
He regards it—as he regards his umbrella 
and his overshoes—as a sort of necessary 
evil. 

2. The fact (not always but very often) 


friend, 


that the newspaper's alleged advertising 
service department is not only incompe- 
tent as a creator of potent copy but is 
under constant pressure to produce bill- 
ing. 

More often than not the low-powered 
ads we see every day in Middletown 
dailies have been written and sold to the 
local merchant by eager beaver repre- 
sentatives of newspaper service depart- 
ments. Desperate for billing, these reps 
will scramble through their catalogs of 
syndicated cuts and throw together any- 
thing (no matter how silly or impotent 
it may be) they hope will capture the re- 
luctant merchant's fancy. 

3. The fact that only a handful of na- 
tional advertisers are doing an outstand- 
ing job in supplying their dealers with 
material peculiarly suited to their needs. 
Frequently what is wrong, I think, with 
the ads supplied by manufacturers is 
their lack of “local feel.” I believe that 
few national advertisers attempt to pro- 
vide “handmade” ads that (a) reflect 
the personality of the dealer and his store, 
and (b) that take local conditions into 
account. 

4. The fact that a great deal of retail 
advertising, right in step with the pat- 
tern set by a number of important na- 
tional advertisers, is silly, blatant, un- 
dignified, and untruthful. Said Robert J. 
Powderly, sales promotion director of S. 
S. Kresge Co.’s Newark store, in a recent 
talk before the National Retail Dry Goods 
Assn.: “Talk about war—we actually had 
it in 1951. We had it with price. We had 
it with superlatives—choice, juicy super- 
latives that would make Webster himself 
a bit envious...We had it with exaggera- 
tion in our advertising that would make 
the corner newsstand look to be the Em- 
pire State Bldg.” 

Echoed Mrs. Dorothy Swenson, a Great 
Neck housewife, in a talk to the same 
group: “I suggest we stop calling this the 
atomic age and call it the raucous age... 
Why should retail advertisers be allowed 
to yell and scream at the reader?” 

5. The fact that the dealer is exposed to 
very little enlightenment on how to use 
advertising effectively. There is, as com- 
pared with national advertising, a sparse 
body of literature on the subject. None of 
the important advertising trade journals 
devotes much space to the advertising 
quandaries of the Middletown retail mer- 
chant; what’s more, he is not, under- 
standably, invited to subscribe to them. 
Nearly all of the notable books on ad- 
vertising by leading authorities put their 
major emphasis on the problems of the 
national advertiser. There is no dearth, of 
course, of syndicated advertising “serv- 
ices,’ but unfortunately many of them 
are trash. 

I sometimes wonder if we know very 
much about how to make advertising do 
an obviously good job for the Middletown 
merchant. I have no statistics to go on at 
this moment of writing, but I suspect that 
most Middletown newspapers would be 
in a financial pickle were it not for the 
Thursday and Friday bargain-price ad- 


vertising of grocery supermarkets, cut- 
price drug stores, and the pay-nothing- 
down furniture and jewelry outlets. 

The answer to the problem, if it is a 


Employe Communications... 
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problem as I have stated it, is not easy. 
Everybody must work at it, of course, 
but I believe it sits most heavily in the 
lap of the local newspaper. 


Service Anniversaries Are News 


By Ropert NEwCOMB AND Marc SAMMONS 


At a service awards banquet for com- 
pany employes a few years ago, an elderly 
shop employe was urged to say a few 
words after a shiny, new 25-year watch 
had been slipped into his moist palm. 
After a few false starts, he muttered in 
his broken English: “I work here 25 years 
and they give me a watch. Probably I 
work here another 25 years, they give me 
a chain to go with it.” 

Fortunately, this grim appraisal of man- 
agement’s motives in distributing jewelry 
at such festivities is not commonplace. For 
the great bulk of employes, it is an honor 
to be recognized for long and faithful 
service. The watches and the pins are 
worn with pride by shop people, and don’t 
let anybody tell you otherwise. 

And management's zeal to make these 
recognition ceremonies memorable is 
growing. One of the best examples on file 
is at Owens-Corning Fiberglas Corp., with 
headquarters in Toledo, O. To Owens- 
Corning, service anniversaries are com- 
munity news, and the company spreads 
the word far and wide in the area. 


s Not long ago a typical celebration was 
held for employes of the plant at Newark, 
O. The event was heralded in a name- 
packed two page ad in the Newark Ad- 
vocate, a day ahead of the award cere- 
monies at the Denison University field- 
house. The newspaper ad goes farther in 
cementing good community relations—not 
only does the company use the ad to list 
the names of all those employes whose 
anniversaries are to be noted; it also 
shows photos of new members of the 
company’s 25-year club, pictures of four 
new retirees, and gives the names of all 
employes in military service. 
Owens-Corning does not assign the 
chairmanship of these functions to some- 
one down the line, although local plant 
officials are certainly on hand. The job of 
distributing the certificates, however, falls 
to the company president. At the recent 
gathering, Fiberglas President Harold 


The Eye and Ear Department... 


years’ 


VETERAN HONORED—Veteran of 55 
service with Owens-Corning Fiberglas Co., 
Leveak Harris, at left, receives his scroll 


Harold Boeschenstein, company 
impressive ceremonies in 


from 
president, at 
Newark, O. 


Boeschenstein presented the certificates 
to the employes. One employe was Leveak 
Harris, a quiet little man who had racked 
up 55 years of service. Everybody in 
Newark knew that day that a great honor 
was coming to their neighbor, because the 
company had had the foresight, the good 
sense and the spirit of neighborliness it- 
self to tell about it. 

Many at the practitioner level of in- 
dustrial or public relations are accus- 
tomed to see these celebrations come and 
go. Some may have seen them come and 
go so frequently that their zest for them 
has gone, It’s dangerous to let it go. 

A satisfied employe of long service is 
an anchor to windward in a gathering 
labor storm. If he is content, if he is as- 
sured of management's good intentions, 
and if he is brave of speech, he can wield 
a calming influence on many. A staunch 
employe of long service has often brought 
quiet and reason to a group rising to 
violence, and sent them on their way to 
think things over. 

When the time comes for a company to 
make still firmer its good relations with 
employes, and service anniversary time 
is one of these, let the process be good. 


Wanted: More Godfreys 


One encouraging thing about the God- 
frey show (“Godfrey and His Friends,” 
CBS-TV, Wednesdays nights, 8 to 9) is 
that ouite frequently it runs over. There 
is a cordial disregard for time as well as 
sponsors, network v.p.s 
and rigid patterns. The 
show, in short, is God- 
frey. 

One waxes warm 
and cold about God- 
frey, but — at least in 
his Wednesday night 
show - he brings to 
TV a looseness, an in- 
formality, a shambling 
gait that is exceedingly 
easy to take. TV could use more of this 
friendly dropping into your living room. 
Significantly, Godfrey grew into TV — he 
wasn’t imported, so to speak, like a Holly- 
wood name. He has no particular specialty 
-— not even playing the uke. Simply a 
personality 


Arthur Godfrey 


Godfrey is no longer exactly inexpen- 
sive, but there must be many unknowns, 
with no more than presence and a knack 
for being friendly, who could be put be- 
fore a TV camera with astonishing re- 
sults at little cost. Like the Mary Margaret 
McBrides, these people could also be 
counted on to build unusually loyal and 
responsive audiences. Godfrey’s commer- 
cials come about as close to word-of- 
mouth advertising as one can get. And 
one cannot get any closer to a good thing 
than that. 

Both for Toni and Pillsbury, which 
alternate in sponsoring the first half hour, 
and Chesterfield, which sponsors the 
second half hour, Godfrey does an all-out 
selling job without beating on your chest. 
His gentle kidding of both product and 
sponsor — unlike Henry Morgan, who 
mangles both — adds to the sincerity 
and conviction of the message. Listeners 
and sponsors alike could use more God- 
freys. 
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NEW ANGLE—This page ad, which car- 
ries a half-page of white space for 
readers’ memos, is being run by Pacific 
Laminates, Costa Mesa, Calif., manufac- 
turer of Silaflex glass fishing rods, in the 
January issue of Sporting Goods Dealer. 
Roger T. Case Associates, Long Beach, 
Calif., is Pacific’s agency. 
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Heckethorn Slates 
First National Ads 
for Shock Absorber 


LITTLETON, CoLo., Jan. 29—Be- 
cause of a “remarkable increase 
in sales” of its Columbus Luxury- 
ride shock absorber, Heckethorn 
Mfg. & Supply Co. will introduce 
{the product on a national con- 
sumer basis in February. Maga- 
zines to be used include Path- 
finder, The Saturday Evening Post 
and Time. 

The consumer advertising is a 
projection on a national scale of 
the company’s continuing ad pro- 
gram which previously had been 
|confined to automotive publica- 
tions. Those on tke schedule for 
the first half of this year are Au- 
tomotive News, Brake Service, 
Jobber Topics, Motor, Motor Age, 
Motor Service, Southern Automo- 
tive Journal and Super Service. 


s Heckethorn’s Columbus shock 
absorber, said to be the only one 


on the market which is completely Korchnoy Named Advertising | Renames ‘Living’; Its Now 


double-acting, offering equal re- 
sistance in each direction of the 


Chief by Frank H. Lee Co. 


E. A. Korchnoy, formerly presi- 


‘Enjoy Your New England’ 
Scheduled to bow in March un- 


piston stroke, has been on the mar- gent of the Hat Research Founda- der the title Living for New Eng- 
ket a little more than a year. In tion, has been named v.p. in charge landers, the new regional magazine 
that time it has reached national of advertising and public rela- published in Boston (AA, Jan. 7), 
distribution through some 1,000) tions of the Frank H. Lee Co., New| has changed its name to Enjoy 


jobbers in 48 states. 

MacGruder- Bakewell-Kostka, 
Denver, is the agency on the ac- 
count. 


‘Digest’ Runs Magazine 
and Newspaper Ads 

Reader’s Digest took large-space 
ads in newspapers in 15 major 
markets recently to salute news- 
dealers and to tell the public that 
the Digest will be 30 years old in 
February, sells 9,500,000 copies a 
month in the U. S. and 15,000,000 
throughout the world (including 
U.S}. 
The Digest is also taking spreads 
in The Atlantic, Harper's Maga- 
zine, Fortune, Newsweek, The New 
Yorker, Time and U. S. News & 
World Report, and a page in the 
Wall Street Journal to explain 
“why 55 million people read this 
unique magazine.” 


| York hat maker. Maurice Bres- 
| nan, formerly assistant sales man- 
lager, has been appointed v.p. in 
' charge of sales. 

Other appointments included 
naming John B. Beltaire, v.p., as 
|a member of the executive com- 
| mittee; M. Edward Burns, v.p. in 
icharge of production, as senior 
v.p.; James N. Greene as v.p. in 
| charge of purchasing, and Anton 
|Gerstenmeir, assistant treasurer, 
as v.p. 


Peter Pan Using ‘This Week’ 

A color page in This Week Mag- | 
azine, March 23, is spearheading 
the spring campaign for Peter Pan 
Foundation’s Inner Circle bra. A) 
facing column will list retail out- | 
lets tying in with the promotion. | 
Retail promotional material is al-| 
so being used for the campaign.| 


Ben Sackheim Inc., New York, is) 
the agency. } 


Your New England. The name was 
discarded following a conference 
between Arthur P. Lawler, at- 
torney for Street & Smith, New 
York publisher of Living for 
Young Homemakers, and William 
P. Walkley, publisher of Enjoy. 


, Eaton Mfg. Promotes Gale 

R. H. Gale, assistant to the sales 
manager, has been promoted to 
sales promotion manager of Eaton 
Mfg. Co., Cleveland. He succeeds 


the late Morgan Fenley. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask fo: 
Marie Maize on your next multi- 
graph. mimoograpn. addr or 
mailing job. Quick pick-up and de- 
livery, fast ane aoeusets we, barget 
f experienc . 
Bema Beaten Be Ghicgs 8 
. Dear' “ 
tn 23rd successful 


c., ago 
(Now in our year.) 


Ziv Does Fast Job 
Selling New Show 


CINCINNATI, Jan. 29—Within ten 
days after the announcement of its 
new radio series, “I Was a Com- 
munist for the FBI,” Frederic W. 
Ziv Co. had sold the transcribed 
program in more than 150 markets. 
Most of the early sales were made 
directly to stations. 

This fast start at getting wide 
coverage for the 30-minute drama 
is attributed to careful advance 
planning by the producer. After 
transcribing several shows and 
preparing a complete promotional 
kit, the company called a three- 
day meeting of its 100-man na- 
tional sales staff. 

During this three-day 
session the salesman heard Matt 
Cvetic, whose real life story is 
being told in the series, recount 
some of his experiences. Ziv offi- 
cials then detailed their plans for 
selling the program, which will 
star Dana Andrews, and for co- 
operating with stations and adver- 
tisers to promote it locally. 


cram 


8 Before the salesmen started on 
their rounds they were given a 
portfolio of newspaper mats, pic- 
tures, window streamers, counter 
displays, etc., to be used for tie-in 
promotion with local groups. 

To lay the groundwork for the 
salesmen the company mailed pro- 
motion pieces to some 20,000 banks, 
public utilities, breweries, depart- 
ment stores, laundries, grocery 
chains, dairies, soft drink bottlers 
and advertising agencies. 


Robert Low Leaves ‘Life’ 
to Form Low. Shaw & Co. 


Robert M. Low has resigned as 
assistant to Andrew Heiskell, pub- 
lisher of Life, to form the inter- 
national public 
relations firm of 
Low, Shaw & Co., 
of which he will 
be president. The 
company, which 
will serve U.S. 
clients in Europe 
and the Middle 
East and Euro- 
pean clients in 
the U.S. has 
opened offices at 
270 Park Ave., 
New York, and 
52 Champs Elysees, Paris. 

Frederick Shaw, a former edi- 
tor with Scripps-Howard news- 
papers and the European edition 
of the New York Herald Tribune, 
is v.p. of the new company. Rich- 
ard de Rochemont, editor-in-chief 
of March of Time for several years, 
will act as special consultant to 
Low, Shaw & Co. 


Robert M. Low 


Latterty Joins ‘Seventeen’ 


Thomas Lafferty, formerly as- 
sistant art director of House Beau- 
tiful, has been named promotion 
art director of Seventeen. 


BECAUSE THE OREGONIAN PAYS 
OFF BIGGEST with more women at the 
cash register, 277 advertising grocery 
stores use The Oregonian every week 
against the 2nd paper's 229. 


= 
lly 


than any other 
selling medium in the 
Oregon Market! . 


a — 


More support for your product... 
by more grocers... 
to more readers in 


SALES A IE MEENA SICA ID ALLIES 


POR OORT EEH EOE EEE EE 


the Oregonian 


PORTLAND, OREGON 
Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


pu 22 is A) lo, ) MRIS gt ie Bee pe as oes a Pee eat? ete, 6+ - ees . 7 ga tote 
SE ee a wee cael Fe 
a , . ‘3 Tes 
re ' ‘ ‘it af 
a P| 53 a age 
: a — 4 ee 
ae | tk 
= * 1 “ 
aay ‘ el ras 
meee a A @ Sate 
— any s 

= bo “ane ei | ‘: i ~ ee 
= . : ee tes 
| i Be 
5 ‘ - : ~ H - Shay 
: oe es 
SEE YOUR | pears 
JOBBER FOR THE | ee 
ee ! Wa BY 
5 Tops ie Glass Rods” ney 
R meet 
: age 
= i Po ———_—$—$———————— ee : 
fee guia bher Desie Bnets AD SE shee a 
i pre 
e: Wisc 
ices capgh: 
A Leese 
pe on wh 
=) epee i 
eee Sie 
\ i 
wy >) eatin 
; 4 Be x 
aes 
: ‘ ° : = per Sot" 
NIAN & 
a the ORE : @ 
3 \ — ies 
; z | Py —= Mae 
a SF REAC : _ 
oc oe, — «ree 
si Se 4 a ' “7 ae 
: eee = ; i at . 
; — 1 Bet; 
y & ' = : , ‘ee re 
i ens 

nt e, } ee 
G —a i ee 
oS 7 i ee 
am 
‘ é 7 : oe ay 
| ge 
weet ang 
. S met 
ty A ma 
uf . L, . S # 
ce / az 
“ Y/, \ 3 ee 
: ' K7\ \\ op See 
: Dp St &, Bee 
“i ° ek 
: a \ we 
ed It! \\ F EA 
4 —. i f_/ ' - % & 
é j SO) - a 722 * ay 
a ©0 S Sas 
| 5 o\ == eo 
: Po Vv ; > 
nf : We aes 
: TULL > ae 
: XJ —_—_— ‘pega 
si aa VREEED-, co > aa y ¥ Sig 
5 SS V7 ey 
GF Pas 
' 7. 
* f \ aay 
v 7 -- — stil - ee x 
re Pee be: 
; } ye : ; ets 
Se eee 
a — ee 
x. Kees ra 
f 7» _-o Roe: 
J SHS SHEESH EH HEHEH HEHEHE EEE EEE EE ESESE HEH jeewee a - % 
We ee 
: Peer 
ei : = = 
a te } =f 
a . Oregerian « ae 3 
2 ii? 2) savy 
2 e C: 
hs / ao 
o | ; ee. 
2 rh om 
ree 
4 a » 
a Om a: 
: “i {= — ‘ RS aa. 
ee i oe ‘ pe, ere ae ESS, ee Mage eae 
RE he GO ee a _ = Be ete PS” ae tee (ao ties om, aT ig ee 


Information for Advertisers 


size? These and many other ques- 
tions are answered in Pathfinder’s 
new “Survey Showing Ownership 
of Phonographs, Record Players, 


No. 4246. Special Marketing Aid 
‘ in Virginia. 
, The Roanoke Times and World- 
i News give an outline of their new 


: Roanoke market development plan Television Sets and Record Pur- 
in a brochure, “Look Who's Be- chasing.” 
fou.” The five-point pro- 
, od - designed to in intense No. 4249. Sales Guide for lowa. 
2 marketing assistance to food prod- The Des Moines Register and 
uct advertisers Tribune offer “Iowa—2,600,000 
People,” a book giving county-by- 


county data on population, dwell-| 


No. 4247. How to Kick Off a New 
ing units, effective buying income, 


TV Station 


“Operation Norfolk” is a new food and drug Sales, furniture, 
» book offered by RCA telling about lumber and = owen, apparel, 
i its help on the opening ——_ car ownership, etc. 

‘ Statio TAR, and offering} 

Be page Mie in connection | No. 4252 Quick Type Proofs for 

Be with the introduction of a new Reproduction 
station, the opening of an addition- Filmotype Corp. offers a new 
ed, al station, extension of the coaxial descriptive brochure giving details 


about the Filmotype portable pho- 
tographic typesetter. Type fonts on 
film are available in nearly all 
faces, from 10 pt. to 144 pt. Type 
can be “set” in the art or produc- 
tion department, and etch proofs 


an cable, or other event. It presents 
a complete blueprint for the pro- 
motion and tells how RCA will 
cooperate by supplying complete | 
equipment and skilled personnel 


No. 4248. Monthly Bulletin for developed in a matter of minutes 
a Production Men. ; ’ 
et The Advertising Typographers| No. 4255. How Slide-Charts Aid 
44 Assn. of America offers a monthly Sales. 
7 digest, “Type Talks,” dealing with “Four Ways to Get More Sales 
, roduction problems, layouts, brief} Without More Salesmen” is a new 
ea ivertising ideas, etc. Of interest} booklet offered by Perrygraf Corp., 
2a ft the art and production depart-| showing wide variety of uses for 
Ments special-purpose charts of the slide- | 
: i rule type. They have proved effec- 
a Bo. 4250. Phonograph, TV and|tive in producing only highly- 
bg { Record Survey qualified inquiries, in giving pros- | 
3 / How many homes still have] pects essential product informa-| 
7 Band-wind phonographs, how}|tion, in increasing effective work-| 
Many have record players attached} ing time of industrial salesmen, 
FP radios, how many records doj|and in_ illustrating hard-to-de- 
< ey have, what do they prefer scribe mechanical actions. Can be| 
ad pular or classical, which is the} used for any product or service 
4 ost popular make of TV receiver,| from hog feed to railroad time 
fi hat's the most popular screen-] schedules. 
Ps = Inquiries for the items listed above will not be serviced beyond March 1. 
~? ‘ 
ie f | USE COUPON TO OBTAIN INFORMATION COUPON TO OBTAIN INFORMATION 
f Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
‘Please send me the following (insert number of each item wanted 
'—please print or type) 
& 
& TITLE 
COMPANY 
ADDRESS 
City & ZONE STATE 


© OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in 
eral terms to preserve confidential in- 
formation, but its moral may prove 
= to you: A man with certain 
ighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at 
from a — agency, ~<a at $11,000 
Tom a big agen mighty e div- 
idends from a $0 ‘i investment. Maybe 
this will suggest something to you— 
who knows? 


MAXWELL 
SERVICE 


| with 
| with knowledge of art, 


Rates: 


THE ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. 


Advertising Age, February 4, 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per | 
column inch. Regular card discounts, size and frequency, apply on display. 
| 


HELP WANTED _ 

ART DIRECTOR 
5'2 year old aggressive agency, 
75,000° in the growing southeast, wants 
top notch Art Director for layout, design 
and supervision. Agency recognized vari- 
ety of media. Pleasant climate. Prefer man 
from this area who will be permanent 
Good opportunity for progressive experi- 
enced man with high quality standards 

Give full details and salary expected 

Box 4275, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


city of 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 


209 S. State St. Ha 7-2063 Chicago 
ARTIST 
Chicago agency needs all-around artist 


experienced in black and white and color 
who can handle basic layout and all 
sspects of production. Agency services na- 
tional accounts and has permanent posi- 
tion for right man. Send personal history 
in first letter with amount of salary 
wanted, but no samples of work. Our em- 
ployees know of this ad. We will contact 
you for interview 
Box 4274, ADVERTISING AGE, 

200 E. llinois St., Chicago 11, Ill 
ADVTG-SALES PROM ASSISTANTS $5000 
Agricultural or building material experi- 
ence. Catalog, direct mail and dealer pro- 
motion, 


SHAY AGENCY 

W. Washington - Chicago 2, 
INDUSTRIAL COPYWRITER 
Man with extensive experience writing 
copy for heavy industry. Established ad- 
vertising agency in large Midwestern city 
Excellent opportunity, congenial atmos- 
phere. State salary, background, in com- 
plete confidence 

Box 4227, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 

ARTIsT 

and comprehensive skills 
type, and produc- 
tion wanted by growing advertising agen- 
Going salary paid plus bonus on prof- 


30 I 


Layout 


cy 
its produced. Send full personal data, 
specimens of work, date of availability 
and salary requirements 

Box 4265, ADVERTISING AGE. 

200 E. Mlinois St., Chicago 11, Ill 
YOUNG MAN - under 30 to assist busy 
Advertising Manager of large industrial 
manufacturer. Must be a capable copy 
writer with knowledge of media, trade 
shows, and distribution. This opening 
has unlimited possibilities. Send complete 
resume and expected starting salary to 


Box 4268, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


OPPORTUNITY 

Nationally known corporation with main 
offices in St. Louis has opening for capa- 
ble advertising-promotion man, also lay- 
out artist, in reorganized department. Ex- 
ceptional spot for person with initiative 
and experience. Salary and responsibility 
commensurate with ability. Send all de- 
tails to Box 4269. ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I 
ADVERTISING Production Man, with 
thorough knowledge of type, engraving 
printing, scheduling, traffic and purchas- | 
ing wanted in small growing advertising 
agency in Mid-West city, 200,000 popula- 
tion. Ability to double at copywriting will 
amplify income. Compensation at going 
rate plus profit sharing. Send complete 
data, including salary requirements 

Box 4266, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash "R 2-0115 Chicago 
SALESMAN 
Photo contact man, with following. Write 
your own ticket. If reasonable we'll buy 
it. Growing studio, Nr. N. side. Replies 


confidential 
Box 4270, ADVERTISING AGE 
Chicago 


200 E. Illinois St., 11, I 
Advertising Copywriter wanted in small 
growing agency handling regional food | 
and furniture accounts with modest list/ 
industrial clients. Ability to double in cli- | 
ent contact desirable. Going salary rate 
plus profit-sharing. Send complete data 
including salary requirements 

Box 4267, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 
PUBLICITY WRITER For national trade 
association in the building industry with 
offices in Chicago. $3,250.00 to start. Ap- 
ply Box 4271, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


POSITIONS—FOR MEN AND WOMEN 
IN ADVERTISING AND PUBLISHING 
MYRTLE L. BARNARD 
176 W. Adams St., Ce 6-3178 - Chicago 


HELP WANTED = 
“YOUNG INDU 
ADVERTISING MAN 
A 71-year old Chicago steel company seeks 
a creative idea and copy man to add to) 
its Advertising and Promotion staff. Pre- 
ferably, this man is 22 to 30, a graduate 
in advertising or journalism, has had 2 to 
5 vear’s experience writing industrial sell- 
ing copy. He is neither beginner or ad- 
vertising manager, but advanced enough 
to be a self-starter. He will be writing 
semi-technical copy to every industry in 
catalogs, booklets, folders, external or- 
gans, direct mail and publicity. Market re- 
search knowledge helpful. Moderate start- 
ing salary with good opportunity for ad- 
vancement. Submit recent snapshot and 
tell us completely about yourself in a 
sales letter 
Address Box 4276, ADVERTISING AGE, | 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
CAPABLE, YOUNG MAN (32) desires 
new assignment. 7 years experience with 
national magazine handling top accounts 
and people. Being a firm believer in my- 
self I have no hesitancy in recommending 
me to you either as an AGENCY CON- 
TACT MAN or as ADVERTISING MAN- 
AGER of an advertising-and-promotion- 
minded company. If your problem needs 
an injection of intelligent creative enthu- 
siasm I strongly suggest that you answer 
this ad 

Box 4260, 


ADVERTISING AGE, 


200 E. Ulinois St., Chicago 11, Ill 
Advertising-Promotion—wide experience 
in consumer & industrial advertising 


Capable administrator, expert knowledge 
art, production, media. Radio & TV pro- 
motion manager; 3 years newspaper; agen- 
cy production & copy chief. Strong on 
copy-plan, ideas. University grad, honors 
Vet., exempt. Married. Prefer South At- 
lantic or gulf coastal areas. Resume on re- 
quest, interview at your convenience. Ex- 
cellent references. Earning $6500 

Box 4261, ADVERTISING AGE. 

200 E. Illinois St.. Chicago 11, Ill 
PRODUCTION MAN—Six years exp. 3 
years as one-man Production Dept. in me- 
dium size agency. Some copy & rough 
layout. Married 27. Vet. Chicago only 

Box 4278, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, ll 

FOUR YEARS ADVTG. EXPERIENCE 
Including copy, media, prod., service. One 
year in present position as asst sales 
prom, mgr. of mfr's retail chain, 3 years 
as agency prod. mgr. and ass't acct. exec 
Need more room in which to grow. Mar- 
ried, 28, college grad, vet 

Box 4277, ADVERTISING 

200 E. Illinois St., Chicago 11, 
20 yrs. in Adv. Art including some selling 
exp. Desire con. where background is use- 
ful but prefer sales or contact work. Have 
car. Can travel. Chicago & vicinity 

Box 4280, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill 
One man art dept, seeks permanent con- 
nections. 15 yrs. experience. Creative ideas 
to finished ad. Newspaper. magazine di- 
rect mail posters, animated displays. Am- 
bitious, steady, happily married. If in- 
terested write Box 4262, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Il. 
Salesman with creative ability and 11 
years advertising know-how desires re- 
sponsible position. Age 31; married, fami- 
ly. Experience: 5 successful years as Na- 
tional and promotion manager of 27,000 
daily; specialty salesman on metropolitan | 
daily; expert copy and layout man 

Box 4263, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 

4A ART DIRECTOR AVAILABLE 
Experienced on wide variety of national 
accounts. Top-flight layout and produc- 
tion experience. ‘Chicago area only) 

Box 4286, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Il. 


AGE, 
nl 


| LARGE CERAMIC 
| any color, with your initials in gold. Sent 


1952 


POSITIONS WANTED 
TO A SOFT GOODS MANUFACTURER 
looking for an Advertising Manager: this 
man has more than 15 years experience 
in sales promotion to offer you. Complete 
resume with all details from 
Box 4279, ADVERTISING AGE, 

200 E. Ilinois St., Chicago 11, Ill. 
SPACE SALES - 5 YRS. EXPER. 
Bus. paper contacts eg and Midwest. 
Hard worker, U. grad, 33, for trade mag. 

Box 4273, ADVERTISING A 
200 E. Illinois St., Chicago i Il. 


REPRESENTATIVE AVAILABLE 

HERE IS AN OPPORTUNITY 
for a progressive and substantial publi- 
sher to secure attentive and ethical serv- 
ices of and established SPACE REPRE- 
SENTATIVE to concentrate on space sell- 
ing and pioneering; OR ELSE; a BRANCH 
MANAGER for miscellaneous responsi- 
bilities, editorial aids, conventions, spe- 
cial projects. Territory: central states or 
depending on publisher’s requirements. 
Compensation must be of mutual profit 
and affiliation permanent in nature. Con- 
sumer; Trade; Class; Educational; 
fessional—Newspapers—Radio; 
wana — highly worth examination 

ADVERTISING AGE, 
iilinote St., Chicago 11, Ill 


MISCELLANEOUS 
DESK ASH TRAYS, 


200 E. 


postpaid $1.00. These trays suitable for 
premiums, gifts to customers, employees 
etc. Absecon China Decorators - 233 New 
Jersey Ave., Absecon, Néw Jersey 
Advertising Specialty Salesman, or any- 
one calling on the advertising trade, can 
make extra money with our new plastic 
product. Makes an inexpensive give-away 
- good the year ‘round. Profitable com- 
missions. No investment needed. Write for 
details and sample 

Box 4264, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

BUSINESS OPPORTUNITIES 

OPPORTUNITY 
office or desk space 333 North 
Michigan Avenue. Heart of Advertising 
Industry. Complete Secretarial Service ex- 
perienced Advertising Publication work 
Write H. Wescott or Ph. Franklin 2-4811 


Private 


INDUSTRIAL 
PUBLICATIONS 
EXECUTIVE 


Would like to make financial invest- 
ment with publisher in the indus- 
trial field and assume operational 
responsibilities 

This man has had 12 years of pub- | 
lishing experience in e metal 
working and allied fields and is well 
known among leading industrial 
firms as well as advertising agencies 
He is particularly interested in build- 
ing an existing publication or pub- 
lications along with contributing 
new publication ideas 

This executive in his mid-thirties 
is presently employed with a top 
five figure income but is seeking 
broader opportunities 

All letters will be treated in strict 
— and answered immedi- 
ately 


Box 37, Advertising Age. i 
200 E. Illinois St., Chicago 11, Il | 


NEW IDEA AIDS for See neve PEOPLE 
Monthly Idea Guide, per copy...... . $1 
Guide to Advertising Art Pricing $2 
35-page Idea Calendar & Guide. . $3 
24 Original Graphic Art Ideas $3 
One Dozen Blueprints to Ideas s 


12 Idea-stimulating eee eeeene 
28-lesson Pocket Cartoon Co 
Cartoonists’ Market Letter 7 issues*. . 
ffer to New Subscribers Only. 
Satisfaction Guaranteed or money back. 
Y JACO 
Bridge Sta., 


$1 


Box 162, Wash New York 33, NY 


the fence: agency and client. 


200 E. Illinois St., 


Via :, - 
MAXWELL 
Fic SPOT 

DISPLAY 


AGENCY V.P. SEEKS GREATER OPPORTUNITY 


Here is an account executive and vice-president of one of the 
top ten advertising agencies who is available to an alert organi- 
zation which can offer him opportunity and responsibility com- 
mensurate with his ability. He has more than 20 years of expe- 
rience with all phases of advertising work on automotive, indus- 
trial and varied consumer accounts. He has been on both sides of 
His forte is contact—he has an 
excellent record of client relations—but he is outstandingly 
successful as an administrator and coordinator of creative efforts. 
If you are looking for a five-figure executive who is a very good 
all-around businessman and can shoulder the entire load from 
planning to final execution. write to Box 38, Advertising Age, 
Chicago 11, Ml. 


Z RL Maxwell Ca 
OUTDOOR ADVERTISING 


Adtantic City N. 


DISPLAY 
PRODUCTION SUPERVISOR 


Top-ranking creative display manager. Unusual 
experience, able to produce ideas, design and 
make Point of Purchase sale model displays for 
quantity production. Thoroughly — with 
newsboard, wood, plastics, and m Formerly 
headed display dept. for largest lone distiller. 
Metropolitan area $7 
x 24, Advertising 
801 Second Ave., New Yo: 


SALES EXECUTIVE 


5 years sales director of 
$10,000,000 organization. 

Top contacts. Age 35. 

Available for any good proposition. 
Box 14, Advertising Age 

200 E. Illinois St., ineae 11, Tl. 
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WE NEED A 
MERCHANDISE MAN 


Exceptional opportunity for an energetic man with 


merchandising ideas and the ability to successfully 
conclude them. We want a man who has developed 
new packages and products and can adapt this ex- 
perience to our business. He must have full knowl- 
edge, from experience, of working with drug outlets 
to enable him to assist in over-all merchandising and 


promotional planning. 


This position is in Chicago with an AAA-1 manu- 
facturer of nationally advertised and distributed 
products through drug outlets. Compensation will 
be set in accordance with experience, with ample 
room for growth in our 25 year old, successful, 


growing company. 


In replying, give complete promotional data, resume 
of actual experience and salary expected. Replies 
strictly confidential. Our organization knows of 


this ad. 


Box 43, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITERS 
WANTED 


Successful midwest agency (not 
Chicago) needs two more good 
copy men who know how to get 
results. No beginners, please. 

Knowledge of merchandising 
through chain stores, super mar- 
kets and jobbers will be an ad- 
vantage. 

Way is clear for advancement. 
Present organization is a smooth 
working team of capable men. 
New men will be pushed along 
fast. 

Please give complete details of 
experience and salary expected 
in first letter. Send no samples 
until requested. All replies held 
in strict confidence. Our people 
know of this ad. 

Box 40, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


DO YOU BUY 
OFFSET LITHO 
ON A BIG SCALE? 
If so, it is worth your while to 
consider this source which offers 
preparatory work, plates, press 
work (to 681% inch two-color) 
and bindery services which are 
absolutely tops in quality but 
priced 
TO SAVE YOU MONEY 
For full information contact 
JOHNSON PRINTING 
2219 Galloway Street, Phone 6127 
Eau Claire, Wisconsin 


ADVERTISING and PROMOTION MANAGER 
with result-proven ideas Exceptional 
knowledge of retailing. 25 years experience 
in newspapers, publishing, public rela- 
tions, chain store and agency. Now em- 
ployed. Will consider unusual offer. Write 
Box 39, Advertising Age. 200 E. Illinois 
St., Chicago, Illinois 


PROPER mitten, sire 
CAN MAKE 


SALES 
(PPORTUNITY 


A large national manufacturer 
of quality electric signs requires 
an outstanding, resourceful, en- 
ergetic salesman. The unusual 
man will appreciate this chance 
to demonstrate his capabilities. 
This position definitely has an 
unlimited future. 


The Company is rated AAA 1 
with comprehensive manufac- 
turing diversification. CUR- 
TAILMENT OF MATERIALS 
OR ALLOCATION WILL NOT 
PREVENT THE RIGHT MAN 
FROM ACHIEVING HIS AM- 
BITIONS. 


Please give complete back- 
ground. A _ personal interview 
will be arranged if you meet our 
requirements. Do not waste your 
time or ours unless you have a 
past proven record of accom- 
plishments. 


Salary and incentive open. 


Box 44, Advertising Age 
200 E. Illinois St., Chicago 11, II. 


MICHIGAN 
REPRESENTATION 


If you have a sound publication 
and desire effective representa- 
tion in Detroit and outstate 
Michigan, I am interested in rep- 
resenting you. Top references in 
Michigan’s Automobile, Auto 
Parts and Food Industry plus 
top references in the Agency 
field will assure you of the serv- 
ice you want. Box 35, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Marshall Field 
Gives Centennial 
Heavy Promotion 


has gone by since Jan. 1, 
the “Clock” struck 100, that Chi- 
cagoans haven't been aware that 


| 1952 is the year of Marshall Field | ¢ Byrne, Cleveland, to handle a 


: | campaign for a new paint heater 
Chicago| for auto body refinishing. The pro- 
newspapers carried full-page ads| 
headlined with the centennial slo- | 


& Co.’s centennial celebration. 
On New Year’s Day, 


gan, “The Clock Strikes a Centu- 
ry,” and embodying as a symbol 
of the year’s celebration the clock 
which hangs from the southeast 
corner of Field’s main building at 
State and Randolph streets. 
Field’s advertising for 1952 is so 
planned that the centennial slogan 
and the centennial symbol of the 
clock are important design ele- 
ments in all of its ads. 


® Although the celebration will | 
continue throughout the entire 
year, Field’s plans to develop 
months of peak interest and to 
slack off in other months. 
During January, a 22’, ten-layer 
birthday cake was unveiled in the 
store. The main aisles were deco- 
rated with giant candelabra bear- 
ing 100 candles, and special cen- 
tennial flags were flown from the 
front of the building, with other 
centennial emblems being used 
throughout the store as parts of 
various departmental displays. 

In addition to the centennial slo- 
gan and symbol, Field’s is using 
two other advertising devices: The 
first is a two-column, full-length 
“Centennial Corner,” a newspaper 
ad column appearing every Thurs- 
day in the Chicago Tribune on 
events, personalities and news of 
the centennial. The second is 
“Pace,” Field’s institutional news 
ind picture ad feature, which has 
been running monthly in Chicago 
newspapers for more than two 
years. 


8@ A half-hour weekly television 
show, “The Pace of Chicago,” has 
been scheduled for 52 weeks over 
WBKB (9:30-10 p.m., CST). 
Field’s is not limiting the pro- 
motion to Chicago; during Janu- 
ary, some 10 national magazines 
carried articles and pictures of the 
centennial celebration, including 
historica] background material. 
During February, promotion will 


be built around the publication 
of Emily Kimbrough’s book, 
“Through Charley’s Door,” to be 


published on Feb. 13 by Harper & 
Bros. The volume consists of per- 
sonal recollections of days spent 
at the store by Miss Kimbrough 
in the 1920s, during which she 
worked in the advertising depart- 


ment and was editor of the 
company’s “Fashions of the Hour” 
magazine. 


A GOOD SPOT 

FOR A GOOD ARTIST 
An opening for an experienced (10 
to 15 years), competent all around 
commercial artist—one who can do 
modern snappy layouts, and follow 
through with g finished art and 
lettering (need not be a _ skilled 
illustrator) in a progressive creative 
printing and lithographing organiza- 
tion. Located in a growing midwest 
city of 75,000—a few hours by train 
from Chicago 

If interested please write, giving 
full information concerning expe- 
rience and qualifications, and ap- 
proximate salary expected 

Any samples sent will be carefully 
handled and promptly return 

42. Advertising Age. 

200 E. “Mlinois St.. Chicago 11, Ill. 


COPYWRITER 
WITH IDEAS! 


We're looking for a copywriter who 
believes his ads belong with “The 
100 Greatest Advertisements.” 

A man with a flair for the dramatic 
and as much punch in ~¥ words as 
a front-page head]! f 
a headline will be the caly copy in 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


his ads. 

A man with ideas that will make 
his ads pop out on a competitive page 
as though they were printed in full 


Cuicaco, Jan. 29—Hardly a day} 
when | 


color. 

We're prepared to pay high for 
such a man. He'll work with enthusi- 
astic, congenial people who are wide 
open for his ideas. i 

rtunity to make a reputation for 

imself and assure his future. 

He'll start with our agency—but we 
expect him to be so good that our 
client will take him from us in a 
matter of mon 

Our employees know of this ad. 

Write Box 45, ADVERTISING as. 
801 Second Ave., New York 17, 


e'll have an op- | 


To Grant & Wadsworth 

Dot Line Co., fishing line manu- 
facturer, has appointed Grant & 
Wadsworth, New York, to handle 
all advertising and sales promotion. 
Hoag & Provandie is the previous 
agency. 


‘Today’ Signs 3rd Sponsor 

Pure-Pak division of Ex-Cell-O 
Corp., Detroit, maker of milk con- 
tainers, is sponsoring five minutes 
of the Monday session of “Today” 
over NBC-TV. Fred M. Randall 
|Co., Detroit, is the agency. This 
lis the third five-minute advertiser 
| signed for the two-hour (7-9 a.m., 
EST, CST) telecast. The others: 

Kiplinger Washington Agency and 
Kenwill Corp. 


Stedfeld & Byrne Adds One 


Bede Automotive Products Inc., 
Cleveland, has appointed Stedfeld 


Appoints Gibraltar Agency 
Alpha Products Co., New York, 
automotive equipment, oils and 
chemicals distributor, has ap- 
pointed Gibraltar Advertising, 
New York, to handle its account. 


PUBLISHERS REPRE- 
SENTATIVE, now billing 
over $150,000 annually 
seeks new representation. 


motion will include single and 
double-page color insertions in 
automotive publications beginning 
this month. 


Drake-America to Kimball Co. 


Drake-America Corp., New York, | 
has switched its advertising ac-| 
count—with the exception of Mark | 
Cross leather goods, handled by 
Hirshon-Garfield—from Colman, 
Prentis & Varley to Abbott — 
ball Co., New York. 


Young, alert. Many national 
accounts sold. 10 years ex- 
perience. Write Box 36, Ad- 
vertising Age, 801 Second 
Ave., New York 17, N. Y. 


YOU MIGHT FLY AROUND THE 


WORLD IN 73 HOURS*— 


BUT... 
YOU NEED 
THE FETZER STATIONS 
TO BEAT COMPETITION 
IN WESTERN MICHIGAN! 


WKZO-WJEF in radio and WKZO-TV in television—that’s 
the unbeatable Fetzer line-up for Western Michigan! 


RADIO — WKZO, Kalamazoo, and WJEF, Grand Rapids, offer sure- 
fire radio coverage of Western Michigan. Each is consistently top station 
in its home city; and bought in combination, they deliver about 57% 
more listeners for 20% less money than the next-best two-station choice 
in Kalamazoo and Grand Rapids! WKZO-WJEF also get big circulation 

tside Kal and Grand Rapids. BMB Report No. 2 credits WKZO- 
WJEF with tremendous increases since 1946 in their unduplicated 
rural audiences—up 46.7% in the daytime and 52.9% at night. In 
the Grand Rapids area alone, WKZO-WJEF have an unduplicated cov- 
erage, day and night, of more than 60,000 families! 


TELEVISION — WKZO-TV is the official Basie CBS Television Out-, 
let for Kalamazoo and Grand Rapids. WKZO-TV’s area includes five 
metropolitan cities representing a net effective buying income of more 
than two billion dollars. A new 24-county Videodex Diary Study made 
by the Jay and Graham Research Corporation proves that WKZO-TV 
delivers 54.7% more of this area’s 178,576 television homes than 
station “B”! 


LP ai CIS ta Fhe 


Yes, AM or TV, the Fetzer stations are Western Michigan's greatest 
advertising values. Get all the facts, today! 


* Bill Odom flew around the world in 73 hours, 5 mi 
1 


tes, in August 


WKZ0-TV 


, Tops mm WESTERN MICHIGAN 
Ano MORTHERN INDIANA 


NM PICHIG. 
(CBS RADIO) (CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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Biggest Drive for Gratlex 


Graflex Inc. has announced the 
‘Diggest and most aggressive six- 
month advertising campaign in its 
history” for the Graflex line and 
the newly acquired line of Ciro 
cameras, Ads on a regular inser- 
tion basis are scheduled for Argosy, 
Modern Photography, Popular 
Mechanics, Popular Photography, 
Popular Science, The Saturday 
Evening Post, True and U. S. Cam- 
era. Ceci] & Presbrey, New York, i 


the 


igenc) 


Fruit Group Buys 8 Pages 
in Fresh vs. Frozen Fight 
United Fresh Fruit & Vegetable 
Assn., Washington, running an 
eight-page, four-color insertion in 
the February Grade Teacher 
which will present “The Story of 
Fresh Fruits and Vegetables.” 
The association ordered 100,000 
reprints of the ad before publica- 
tion 


is 


Jack Berman Co. Moves 

Jack Berman Co., New York 
agency, has moved to the Para- 
‘ mount Theater Bldg., 1501 Broad- 
os way. 


"i decided to 
use GAS 


. . because | get complete cov- 
erage of the gas industry. An 
industry that plons—ond buys 
on a big scale. A stable industry 
whose construction budgets for 
the post three years have aver- 
aged more than a billion dollars 
ennually. The long-term outlook 
is good with 412 billion dollars 
in new construction on the plan- 
ning boords for the period 1951 - 
1955." 


Rise Again; Higher 


Advertising Age, February 4, 1952 


Network Gross Time Charges 


Source: Publishers Information Bureau 


NETWORK RADIO 
December December Jan.- Dec. Jan. -Dec. 
1951 1950 1951 1950 
American Broadcasting Co. ... $ 3,330,219 $ 2.898.508 $ 33,708,846 $ 35,270,845 
Columbia Broadcasting System 278,508 6,544,490 68,784,773 70,744,669 
Mutual Broadcasting System ..... 1,697,014 1,312,393 17,900,958 16,091,977 
National Broadcasting Co. . 4,343,307 5,077,740 54,324,017 61,411,546 
WE scadauevincecatccusedd . $14,619,048 $15,833,131 $174,718,594 $183,519,037 
ween! een, she 
e ow leer) fee 
ier NETWORK TELEVISION 
» _—— — t.s. MALE American Broadcasting Co. ....$ 1,980,145 $ 1.298.616 $ 18,585,911 $ 6,628, 
=~ aid Columbia Broadcasting System .. 4,736,368 2,304,602 42,470,844 12,964,53 
‘ ’ r DuMont Television Network 937.8 ° 7,761,506 3,577,887 
4 ‘al line S ay National Broadcasting Co. 6,592,673 3,274,757 59.171452 21,185,692 
momen aceessowes ‘ Total "$14,247,061 $ 6,877,975 $127,989,713 $ 44,356,772 
—— 
NETWORK RADIO TOTALS BY MONTHS 
ABC ces wBS NBC TOTAL 
January $ 3,099,418 $ 6,833,626 $ 1,542,887 $ 5,215,947 $ 16,691,878 
February 2,702,721 6.097,737 1,426,780: 4,731,626 14,958, 
March 2,891,339 6,793,966 t 5,085,636 16,418,947 
April 2,980,183 6.487.717 1,539,801 4,897,882 15,905,583 
May 2.991.227 6.745.098 1,510,818 5,329,752 16.576 
June 2.720.268 6,201,963 1,191,691 4,739,193 14,853,115 
duly 2.267.674 4,387,193 7. 3.728, 11,731, 
August 2,210,352 4,440,261 1,329,375 3,808, 11,788,894 
September 2,165,971 4,645,527 1,324,061 3,713,235 11,848,794 
October 3,158,714 5.615.723 1,759,468 4,414.2 14,948,105 
November 3,220,760 5,257,454 a 4,315,646 14,377,151 
December 2 78 1,697,014 4,343,307 14,619,048 
Total $33,708,846 $68,784,773 $17,900,958 $54,324,017 $174,718,594 
NETWORK TELEVISION TOTALS BY MONTHS 
cBS DUMONT NBC TOT. 
Janwary ...§ 1,328,719 $ 2,601,165 $ 435,527 $ 4,187,222 8,552,633 
February 1,254,851 2.600, 339 406,079 3,949,360 8,210,629 
March 1,539,470 2,993,902 457,811 4,654,063 9,645,246 
April 1,432,319 2.906.891 574,025 4,758 9,671,544 
May 1,385,901 3,066,249 622.646 4,946,338 10,021,134 
June 1,437,593 2,900,782 564,478 4.244.240 9,147 
July - 1,351,168 3,434,659 645,359 3,477,952 8,909,1 
August 1,444,593 3,734,551 763,071 3,359,856 9,302,071 
Septem*er 1.622.482 4.159.213 738,578 5.405.243 11,925,516 
October 1,897,427 4,731,219 768, 7,060.289** 14,457.619 
November 1,911,243 4.605.506 847,373 6.535, - a eae 
lowic ond Leather Bolts by Pioneer December 1,980.145 4.73% 937,875 6,592.6 247,061 
Total $18,585,911 $42.470.844 $ 7,761,506 $59,171, $32 $127. 989,713 


“Figures for 1950 not available. 
** Revised as of Jan. 21, 1952. 


executive and assistant to Irwin 
Zlowe. Mr. Spring is chairman of 
the public relations committee for 
the New York chapter of the 
American Marketing Assn. 


Promotes Face Cream 

Lady Esther Ltd. will use large 
space advertising during the next 
three months in The American 
Weekly, This Week Magazine and 


MEN'S AD IN ‘MADEMOISELLE’—For the first time in the advertising history of Made- 
moiselle, a page Valentine’s Day men’s wear cooperative ad will appear in its 
February issue. Sponsors of the co-op ad are Marlboro Shirt Co., L. W. Foster 
Sportswear Co., Bud Berman Originals, Pioneer Suspender Co. and Westminster | 
Ltd. Leonard F. Fellman & Associates, Philadelphia, served as coordinator for the 


promotion. other supplements to back up a) 
nationwide promotion of Lady| Compton Gets Red Cross Again 
: jion as to whether contract ton- Esther face cream. Dealers will! for the third successive year, 
Book Paper Prices ‘nage for the first quarter will| have counter cards tying in with) Compton Advertising, New York, 


will handle advertising for the 
American Red Cross campaign, as 
volunteer agency. William Geog- 
hegan, v.p. and account executive, 
| will act as supervisor in conjunc- 
tion with Edward H. Powers, di- 
rector of publicity for Red Cross. 


" | the ads and offering a free supply 
comparable pe-/ of Lady Esther face powder for a 
face cream label. Biow Co., New 
York, is the Lady Esther agency. 


equal that of the 
riod of 1951. Some publishers say 
they expect it to be less, but mill 
men insist that they are shipping 
more and have contracts for a 
larger tonnage than they had a 


Costs, Taxes Blamed 


New York, Jan. 29—Book pa- 
per prices are on the move again, 


Biow Promotes Henry 
Biow Co., New York, has ap- 


mostly upward. So far, price! year ago. pointed Harry B. Henry in charge 
changes are limited to merchant; No changes have occurred in the| of all field merchandising opera- United Fruit Buys Show 

tonnages, but some mills are|newsprint market, and at this writ-| tions. Mr. Henry joined the agency Reem Cia th alts of 
understood to be quietly readjust-|ing no price shift appears likely|two years ago after many years gust teak tea chatted 6 waeiee 


in the immediate future. with Lever Bros. 


Final figures for 1951 on Ca- 
nadian newsprint exports were re- 


series of broadcasts over WLIB, 
New York. The first 15 minutes of 
the half-hour of food news, inter- 


ing contracts, and the consensus 
in the local paper market is that 
contract readjustments are likely 


Leonard Spring Joins Zlowe 


. and because GAS has 


D> Largest circulation, with 92 
to individuals in Gas Companies 


D Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


> Circulation Verification is Two- 
Fold. 96.53% Verified by CC A 
for list accuracy. 93% Verified 
for Readership by independent 
audit 


> Authoritative editorial coverage 
backed by 26 yeors experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


>» More editorial and advertising 
pages per issue than any other 
Gas Industry Publication 


» A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


> Lowest advertising rate per 
thousond circulation, plus com- 
plete industry coverage 


to be general by April 

On Jan. 21, Mead Sales Co. an- 
nounced price hikes on merchant 
tonnage for brush-coated paper of 
| $2 a ton, on machine-coated $6 a} 
ton and on uncoated book and | 


leased last week by the Newsprint 
Assn. of Canada and show a total 
tonnage for the year of 5,143,616, 
of which shipments to the U. S. 
amounted to 4,783,549 tons. Com- 


parable figures for 1950 show a) 


Leonard H. Spring has resigned 
as media director and treasurer 
of Ben Sackheim Inc. to join the 
Zlowe Co., New York, as account 


views and recipes is being spon- 
sored by United Fruit Co., Boston, 
through Batten, Barton, Durstine 
& Osborn. : 


plain offset papers $8 a ton. On| total of 4,956,031 tons, of which | 
Jan. 23, Oxford Paper Co. an-| shipments to the U. S. amounted 
|nounced similar price rises except} to 4,748,228 tons. 


jon brush-coated stock, which it} | 


| raised $3 a ton. : - | Barbara Gould Steps Up Ads 

a. Regis Paper Co. has lifted Advertising for Moistone oil and 
prices on its enamel-coated stock Moistone cream, beauty products 
$4 a ton, but has dropped its prices | introduced by Barbara Gould Inc. 

|$1 a ton on machine-coated paper | c¢ome ten months ago, will be in-| 
and $4 a ton on offset. creased for the first six months of 
} this year. About 150 cooperative 
\s Kimberly-Clark Corp. has not | 280-line newspaper ads across the} 
made any price changes at this country are scheduled during this 

j s AA was told. No price period. Foote, Cone & Belding, New 
pan P York, is the Gould agency. 
changes have been made by West 
Virginia Pulp & Paper Co., but the 
matter is currently under consid- 
eration. 

Other mills have either brought 
prices in line to meet competitive 
conditions or are considering do- 
ing so. All changes made or con- 
templated come under OPS-CPR 


ony Forte is 


Oy 


Top quality engravings don't 
just happen. They re the result 
of the right combination of 
men, methods and facilities . . . 
which means McGrath and 
Associates. The making of good 
engravings has been our forte 
for many a year. 


TelePrompter Expands b 

TelePrompter Corp., New York, x 
which is providing TV with elec- : 
tronically synchronized roll paper 
prompting devices, has opened of- 
fices in Washington and Holly- 
wood, The company last week an- 
nounced the signing of a contract 
the use of the 


We'd like a chance to discuss 
your engraving problems with 
you. It may be we've got just 

what you want. 


106. with CBS-TV for \ 
Reasons attributed for these cueing service on that network's 
price changes range from _ in- programs. 


creased costs and higher taxes to 
a declaration that “market condi-!| 
tions require a more realistic at- 
titude on pricing.” 


Davis Joins CBS-TV 
William H. Davis, formerly as-| 
sistant to the sales manager of 


gs Pees WGN-TV, Chicago, has been added | : , 
While stocks in jobbers ware- to the Chicago staff of CBS-TV| and Associates 
houses are generally ample, mill spot sales. og : F 
representatives say that producers PHOTO ENGRAVINGS DAY and NIGHT SERVICE 
are unable to build backlogs and coins Mayers Co. 160 E. Minois Street Chicago \\, Minos” : 
that demand continues consistent- ~~ B. aa Seemed | Telephone: DElaware 7-5\42 
ly strong. Local spot demand con-| | with Royer & Roger New York | 


tinues soft and spotty. has joined L & C Mayers Co., New 


York, as advertising production | 
® There is a difference of opin-| manager. 
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Advertising Age, February 4, 1952 


Ads ‘Unbelievably Enticing’ 


Drys Fight Radio, TV 
Liquor Advertising 


WASHINGTON, Feb. 1—Keynoting 
the case for legislation outlawing 
broadcasting and telecasting of dis- 
tilled spirits ads, Bishop Wilbur 
E. Hammaker of the Board of 
Temperance of the Methodist 
Church told the Senate interstate 
commerce committee today it must 
decide whether the manhood, wo- 
manhood and youth of the land 
are to be teased “in almost unbe- 
lievably enticing ways” to use 
liquor “and to use more and more 
of it.” 

He said that even men and wo- 
men who want liquor object to 
messages reaching impressionable 
young people through radio and 
TV. 


“Men and women may want 
their liquor,” Bishop Hammaker 
said, “but may not want to hear 


the liquor crowd shouting in the} 


market place, and even in their 
own homes, all kinds of words 
praising their products and seeking 
feverishly to have more and more 
people consume more and more of 
the beverages they brew or vint 
or distill.” 


8 Most of the 30 or more who ap- 
peared in support of the bill (S. 
2444) said it should be expanded to 


keep all alcoholic beverages off | 


the air but agreed that a bill lim- 
ited to distilled spirits “would be 
a good first step.” 

Bishop Hammaker said the bill 
was “something to be desired” for 
at least three reasons: 

“1. Some makers of distilled 
spirits are said to be about ready 
to climb onto the airwaves. 

“2. It is always easier to keep 
objectionable characters off the 


that distilled spirits advertising is 
broadcast in Hawaii and Alaska. 

He also pointed out that some} 
distillers have purchased breweries | 
and currently mention the name| 
of the parent distillery in beer! 
commercials on network TV pro- 
grams. 

“This is a way of getting their 
foot in the door,” he commented. | 
“It may eventually lead to the | 
whole body getting in. Competitors | 
will have to follow suit, and it} 
might well result in a $10,000,000 
advertising program which, I| 
know, will be very offensive.” | 


® Among the groups testifying al 
support of the ban on liquor broad- 
casts and telecasts were the Na-| 
tional Grange, the International | 
Order of Good Templers, temper- | 
ance groups and spokesmen for | 
Baptists, Presbyterians, Seventh 
Day Adventists and Quakers. 

Sam Morris, veteran radio} 
spokesman for temperance, con- 
tended that voluntary codes are 
not sufficient assurance that liquor 
| would remain off the air. “I re-! 
mind your committee there was a 
time when the National Broadcast- | 
ing Co., as well as many individual | 
stations [he mentioned WHO, Des | 
Moines, and WSM, Nashville], did} 
| not advertise beer but they do to-| 
day. 

“Unless we have such a law as 
S. 2444, the distillers, the radio 
and television industries may 
change their minds about this 
question of distilled spirits, as 
NBC and many stations have done 
about beer advertising.” | 


@ Mr. Morris said there are two 


¥ 


Today's high quality gasoline 
...at 1925 prices! 


Ves —it « rue vow get tadey 6 gametme ut atom! [05 prices Chmiy the tax w hneher 
ast ine wurprisingty low prior monly part of tine yahue vos rece ve liam today a gan 
lew The unprovemmet is gmedine jertornaree hee Inen cwmayt a) 

Taking inte conmderatien (he invenand erick! ye qed anc fewer sl modern as 
.. tow galtons af tatiny’'» grandine can de the work of three i 1M by cumtunntion wtb 
tadiay's engunes made posible by cmprowed foie wun! bub amie ner ce ahere cee can 
Ge 50%, cape work than yo got to eS 

Today's gamutine ie 0 beg vahur chiefly teceum theemamts of petroleum compas 7 
large ond email, are competing fer mnom 

Spee the ened of World War Ln mmters of the petrbewn ondary hewe apemt 2 belle 
detiings ce ewe fasbtios euch me 4) eelle papebimen relies ar vice matene ar! 
emmarch leberstetion Only 0 the ry bewe they been shir te add the capacity emt 
robe the qeniity emeddod be meet ss cams ard national dieters cuore 

Drarting the sere pert Stamdiar’ (4) are fe tetany compe we be. qe) ove ae 
elon Gollage in thee way Ao mages cant pert of thts mone tans ccm frien) oe enemenen 
Oe 

‘We've aot only in # race to mee’ ever growing demand with tugget volume = we're 
eb 0 race to ttl drenamd wiih hughes quality probate. 

Al of wtach means thet. se fm a Standen! (il & omnceroed fou can bk toreard 
te an even better velar in geeestire (mere 


Standard Oil Company 


TODAY'S GAS AT ‘25 PRICES—This ad, the first in the 1952 Standard Oil Co. of In- 

diana institutional series, appeared last week in newspapers and farm publications. 

Nine other institutional ads will run this year, through Batten, Barton, Durstine & 
Osborn. 


is almost silly. The ABCs of ad- Fair Trade Groups 
vertising are to increase sales. 
“Yet we have been told again Differ on Methods 
to Get a New Law 


WASHINGTON, Feb. 1—The legis- 
lative fight to plug the big gap in 
the nation’s fair trade laws gets 
under way Monday when the 
House interstate commerce com- 
mittee takes up H.R. 5767, the Mc- 
legalizing so-called 


| and again and again, and you shall 


be told repeatedly through this 
hearing, that all the advertisers 
want is to have drinkers switch to 
the use of their particular brand. 

“Can you swallow such a story 
as that? 

“Of course, the makers and sell- 
ers of all kinds of alcoholic bever- 
ages are out to get business. More Guire bill, 


. oe “Ae 
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Toni Introduces 
Priceless Pink 


New York, Jan. 29—-The Toni 
permanent wave kit and its new 
Priceless Pink waving lotion will 
receive the major promotional em- 
phasis this year in the mammoth 
$12,000,000 advertising drive of 
Toni Co. division of Gillette Safety 
Razor Co. 

Priceless Pink lotion, disclosed to 
| the press here today, is the first 
major formula change in the wav- 
ing solution since Toni was intro- 
duced nationally seven years ago. 
The lotion gives a steadier waving 
action—holding the set for “days 
and days’—and boasts a “con- 
tinuous Permafix neutralization 
method that saves a full 20 minutes 
}in waving time.” The new Toni 
|also has shorter, streamlined di- 


| rections. 


|@ R.N. W. Harris, Toni president, 
also disclosed that this year’s rec- 
ord budget (AA, Jan. 14) will be 
split three ways, with a fairly even 
| division between radio, television 
j;and print media. This is the first 
time much of Toni’s money has 
| gone into space advertising. 

| News of the improvements in 
Toni will be publicized in the big- 
gest newspaper campaign in the 
Chicago company’s history. Late 
| in March, 1,200- and 1,500-line adg 
| will appear in about 120 cities. Fole 
| lowing the nine-week introductory 
| period, copy will appear in Sune 
:day supplements. Two-color = 
four-color page ads will be us 
'in 30 magazines, starting in April 
| Toni recently added a segment 
|of the Kate Smith daytime show 
|on NBC to its lineup of network 
|TV attractions, giving the advere 
tiser a sponsor’s share in four 
| programs. Currently the come 


|pany’s products are featured i 
y 


| 7 
|} four network radio shows. Frc 


reservation than it is to drive them | ancwers to the cry that the bill 
: 


off once they have dug in. | discriminates against radio and 
“3. Such action on your part) Ty: 


would serve notice on the brewers | “1. Little boys and girls who do| 
and vintners that they had better | not as yet know their ABCs are 
mend their ways.” not affected by newspaper and 


magazine advertising which they 
@ When the Drys finished their) cannot read, but they are deeply 
presentation this morning, George | impressed by the animated scenes, | 
D. Reilly, legislative counsel of} voices and portrayals glamorizing 
the American Federation of Labor,| the sale of alcoholic beverages. 
denounced the bill. | “2. Newspapers and magazines 
“Nearly 20 years ago the Prohi- are private enterprises but the ra- | 
bitionists lost the ball game,” he! dio frequencies belong to the peo- 


drinkers, and more drinks per 
drinker, is the heart of their vast 
and costly advertising programs.” 


s R. H. Martin, president of the 
National Reform Assn., estimated 
that the alcoholic beverage indus- 
try spends $225,000,000 to $250,- 
000,000 annually for advertising. 
“The liquor industry isn’t spend- 
ing this money for altruistic pur- 
poses, nor is all this advertising 
brand advertising,” he commented. 

In estimating total expenditures 


|non-signer clauses of state fair) time to time, spot radio and TY 
| trade laws. | are used, but not extensively 

| The National Assn. of Retail yet. Foote, Cone & Belding plac 
rete ete cortege eo of ae | advertising for all of Toni’s prods 
jing a ondays hearing. eT | ucts except White Rain sham 
fair trade supporters have steered | nq Toni cream rinse, which a 
{clear of H.R. 5767, and are pre- 


, , ~~ | handled by Tatham-Laird. 9 
paring a somewhat different bill | The $12,000,000 budget figu 
| includes sampling costs. z 


| which will be considered by the | 

| House judiciary committee in a) wr. Harris, who said his coms 

separate set of hearings beginning | pany still does more than 50% 

Feb. 13. | the home permanent business on 
f : : _ | spite competition from a raft 

s The inter-committee rivalry is} 


said. “This is an effort to get a 
man on base and start the game 
again.” 

The National Assn. of Broad- 
casters and beverage groups will 


appear next Wednesday to oppose | 


the bill. They are expected to 
stress the voluntary steps already 
taken to eliminate objectionable 
beer and wine ads and keep dis- 
tillers off the air. 

Meanwhile, the U. S. Chamber 
of Commerce filed a letter warn- 
ing that the bill might be a danger- 
ous precedent which would lead 
to restrictions on the movement 
of other kinds of goods which are 
legitimately produced. The cham- 
ber also pointed out that the ad- 
vertising industry has engaged in 
a self-improvement program in 
recognition of the great harm that 
a smal] amount of inferior adver- 
tising can do. 


@ In opening the hearing, Sen. Ed- 
win C. Johnson (D., Colo), co- 
sponsor of the bill and chairman 
of the interstate commerce com- 
mittee, said the Federal Communi- 
cations Commission and Alcohol 
Tax Unit of the Treasury Depart- 
ment both report that there is no 
existing law to keep distillers off 
the air. 

He said his interest in the prob- 
lem was stimulated in 1949 when 
he investigated reports that a dis- 
tiller had entered into a contract 
with a network. While this con- 
tract never materialized, he noted 


ple and the operators of radio 
| and television stations use the} 
| people's frequencies by permit. The 
| airways belong to the millions of | 
| people who are opposed to the 
manufacture and sale of alcoholic 
beverages just as they belong to}! 
the people who favor them.” 


® Senators listened silently as the 
Drys paraded one spokesman after 
another to the witness stand. The 
only question asked during the 
| morning session was raised by Sen. 
| John Bricker (R., O.), who sug- 
gested that Drys might support his | 
drive for a substantial block of! 
non-commercial educational TV 
stations. 

| Before the hearings opened yes- 
|terday, more than 300 delegates 
from 25 Dry organizations held a 
worship service in the Capitol ro- 
| tunda followed by a breakfast in 
the Senate dining room. Large 
numbers remained to attend to- 
day’s hearing. 


@ In opening his appeal, Bishop 
Hammaker urged senators to put 
aside any attitude or prejudices 
they may have about Drys or the 
Dry cause. 

“The issue is: Are liquor adver- 
tisements good for the people of 
this land?” he said. “Especially 
the young people of this land? 

“You must make up your minds. 
Is it the intent of all such adver- 
tising to ‘get business?’ 

“To ask questions of this kind 


} including $34,000,000 in newspa- 
| pers and magazines. 


POSTUBITE |new names in the field, explained 
diminishing chances) that the improved permanent is be- 
ing given national ballyhoo after 
exhaustive laboratory experimen- 
tation and over-the-counter con- 
sumer tests in six markets. 


he included $100,000,000 by brew- admittedly 
ers, a figure reported in Apvertis-|for fair trade legislation at this 
ING AGE on the basis of a study by| session. In steering a bill to the 


Research Co. of America. He said| interstate commerce committee, | 
the “Big Four”’—Seagram, Schen-| drug groups contended it would | 
ley, National and Hiram Walker—| get “friendlier” treatment. | 


But Rep. Emanual Celler (D., 
N. Y.), whose judiciary committee | 
| ordinarily handles anti-trust legis- 

Other expenditures listed: By lation, has registered resentment 
the four next largest distillers,| of the alleged effort to bypass his 
$15,000,000; 150 other distillers,| committee. 
$67,000,000; 500,000 retailers and | Fair trade laws have been vir- 
wholesalers, $25,000,000 to $37,-| tually useless since the Supreme 
500,000. {Court ruled last year that they 

cannot apply to a dealer who re- 
| fuses to enter into a price main- 
of | tenance agreement. 

i 


are probably spending $52,000,000, 


Dwyer Joins Reed-Jones 
Raymond F. Dwyer, v-p. 
Dwyer Construction Corp., Cleve- . 
land and New York, has been) Bird Joins Magnecord Inc. 
elected a director of Reed-Jones,| Robert E. Bird, formerly sales 
New York public relations andj manager of Bird Electronic Corp., 
management consultant. Mr. Dwy- | Cleveland, has been appointed con- | 
er, who was chairman of the Ad-/| tract sales manager of Magnecord | 
visory Board of Renegotiation for | Inc., Chicago, manufacturer of 
the U. S. Army Corps. of Engi-| professional magnetic recording | 
neers, will advise manufacturers | equipment. | 
and contractors who require tech- } 
nical assistance in renegotiation of | Sturm Joins Kling Studios 
defense contracts. Milton L. Sturm, who has been | 


7 operating his own point of sale 

Weber Joins Simon & Smith pe merchandising business in 

Kenneth Weber, formerly with Chicago since 1930, has joined the | 

Don Allen & Associates, Portland, display division of Kling Studios 
Ore., has been appointed an ac- 


Inc., Chicago. 
count executive with Simon & 


Smith, Portland. 
General Blasting Corp., Chicago, 
Marvin Grant Elected V. P. has appointed Schoenfeld, Huber 
Marvin L. Grant, radio and TV & Green, Chicago, to direct its ad- 
director and an account executive, vertising. Newspapers, trade pub- 
has been elected a v.p. of Mann- lications and television will be 
Ellis, New York. used. 


Agency Gets General Blasting 


® Coming back into the company’s 
promotion after an absence of 14 
months are the Toni twins, Mr. 
Harris said. But not with the 
“Which twin has the Toni?” slo- 
gan. 

This time the question will be 
something to the effect of “which 
twin shampooed her Toni the day 
before the picture was made and 
which had a shampoo seven days 
ago?” This is to demonstrate how 
Priceless Pink lotion helps to hold 
the set for some time. 

The latest home permanent de- 
velopment from Toni came as a 
result, Mr. Harris said, of a $500,- 
000 annual research program. He 
said the company has spent $2,- 


| 500,000 in laboratory and consumer 


research on hair in the past seven 
years. 

Toni recently introduced Ton- 
ette, a home permanent for chil- 
dren with some of the features of 
Prom, introduced last year. The 
company is also expected to in- 
troduce another development next 
spring. 


Trade Fair Scheduled 

The Canadian Internationai 
Trade Fair is scheduled to open 
in Toronto on June 2. The fair 


will run for two weeks. 
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Cotton Council 
Maps ‘52 Sales 
and Ad Strategy 


30 


Im- 
proved quality, craftsmanship and 
have 


New ORLEANS, Jan 


promotion been responsible 
for increases in 
otton fabrics during the past de- 
to Ed Lipscomb, 
director of sales promotion of the 
National Cotton Council, Memphis 
In a talk before more than 700 
members of the council during the 
annual meeting here this week, Mr 
Lipscomb outlined the success of 
13 major promotions in three gen- 
groups-——industrial products, 
cottonseed products and wearing 
apparel! and household products 
The largest current effort, from 
the standpoint of circulation and 
consumer impact, he said, is a car 
ecard promotion now in 567 


spectacular sales 


cade, according 


eral 


seen 
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cities and towns across the nation. 
Car card ads once resulted in 102,- 


000 letters of inquiry during a 
three-week period, he told the 
group 
® Cooperative projects, under 


which the council joins with allied 
groups in the promotion of specific 
products, were the highlight of the 
sales program in 1951 

Mr. Lipscomb told delegates that 
cotton could get an $8,000,000 ad- 
vertising shot in the arm in 1952 | 
without spending an additional 
penny. He explained that more 
than $17,000,000 a year is spent in| 
advertising cotton apparel and} 
household articles in national mag-| 
azines. The word “cotton” actually} 
appears in little more than half 
of the ads. | 

But, he contends, neither cotton 
nor the advertiser is getting the 
full benefit from the remaining 
$8,000,000 spent in ads. The coun- 
cil, he said, is campaigning vigor- 
ously to get the advertisers to 
mention “cotton.” 

“This year,” he continued, “we'd 
like to push all the way up to 100% 
cotton identification. With cotton’s 
fashion prestige what it is today, 
it’s just as good business for the 
advertiser to play up the fact his 
goods are made of cotton as it is 
for the industry to want to see its 
product properly identified.” 


e Mr. Lipscomb also said that 


| American agriculture as a whole 


should establish a coordinated na- 
tional public relations program. 

“Forces are at work which see 
to discredit the independent farm- | 
er, his organizations and agricul-| 
ture generally in the eyes of the 
public,” he said. “Unless agricul- 
ture acts quickly to keep its true 
story before the people, the gap 
of misunderstanding may be 
widened and irreparable harm may 
be done not only to agriculture but 

the entire nation.” 
Another speaker, E. H. Agnew of 
Starr, S. C., said that early reac- 
tions from retailers across the 
country to promotion plans for the 
1952 National Cotton Week, May 
12-17, indicate record-breaking 
participation in the annual cotton 
sales event. 

For months, he said, council 
members have been working close- | 
ly with the textile trade and key | 
merchandising organizations on the 
development of plans for the cot- 
ton week program. The plans have 
been published as a _ complete 
store-wide promotion event, with} 
suggestions for newspaper and ra- 
dio advertisements and ideas for 
window and interior displays. 


to 


® Cotton's No. 1 sales representa- 
tive, petite Pat Mullarkey, Maid of 
Cotton for 1952, is busily prepar- 
ing for her forthcoming 65,000- 
mile tour the industry’s “am- 
bassadress of good will,” the coun- 
cil was told 

J. M. Reeves, advisory member | 
of the council's committee on sales | 
promotion, said that—early in 
February—Miss Mullarkey will | 
launch a six-month tour, display- 
ing the latest in cotton fashions | 
and style trends. She will appear 
in 30 major cities. 

Miss Mullarkey, who also will} 
tour Europe and South America, | 
now is in New York, where her 
wardrobe is being assembled and 
photographed. She already has ap- 
peared on several network radio 
and TV shows 

Harry S. Baker of Fresno, Cal.,| 
chairman of the sales promotion} 
committee, told delegates that new 
cotton fashion promotion activity 
already is under way. Working 
with the council is a recently or- 
ganized Guild of Independent Cot- 
ton Converters, headed by George 
B. Adams of Everfast Fabrics, 
New York 


as 


® The guild campaign includes ad- 
vertising in national fashion mag- 
azines, promotion activity among 
| manufacturers and retailers, and 


FIRST SINCE REPEAL—A blowup of a Park 


for Collier's and Look gets a once-over from Harry P. Herrfeldt 
(right), v.p. of Park & Tiiford Distillers Corp., and Edward Klein, 


& Tilford Reserve ad 


Station Reps Will Again Emphasize 


SavANNAH, Jan. 31—The 1952 
program of the National Assn. of 
Radio & Television Station Repre- 
sentatives has been projected by 
Murray Grabhorn, managing di- 
rector of the group. He outlined 
coming plans in a speech before 
the Georgia Assn. of Broadcasters 
here. 

In a move to accelerate its posi- 
tive selling campaign, the associa- 
tion has prepared a special pres- 
entation for advertiser and agency 
meetings. 

“This presentation, consisting of 
46 illustrated cards, points out the 
basic differences between spot and 


network advantages as well as 
comparing national spot’s effec- 
tiveness with that of printed 


media,”’ Mr. Grabhorn said. “It is 
documented and factual and it is 
hoped it will give a new importance 
to the medium by earning it added 
consideration in the planning of 
an over-all advertising budget.” 


|e A new edition of the radio rate 


estimator, published by the repre- 
sentatives group in 1947, is being 
compiled. This book makes it pos- 
sible for a time buyer to estimate 
the cost of almost any combination 
of stations with relative ease. 

“In its new revised form, every 


| station place ‘n the United States 
lis analyzed a 


a low, high and 
average rate is computed for both 


,_ Differences Between Spot and Network 


network and non-network stations 
in every city,” it was explained. 

“The new book is divided into 
two parts — the first devoted to 
the 187 metropolitan markets in 
order of their respective .impor- 
tance and the second to all other 
markets served by at least one 
radio station and cataloged the 
same way from the largest to the 
smallest.” 

It will be distributed without 
charge to more than 3,000 people 
in the advertising business. 


@ Mr. Grabhorn said that the as- 
sociation’s goal 
importance of national spot broad- 
casting and telecasting into proper 
focus, to divorce it as an adver- 
tising medium from network 
broadcasting and telecasting and 
have it regarded by advertisers 
and agencies as a separate medium 
in the field of radio, strong and 
independent in its own right, just 
as newspapers and magazines are 
properly regarded on an indivi- 
dual basis in the field of printed 
media.” 

Meanwhile, Mr. Grabhorn indi- 
cated there will be no relaxation 
in the group’s resistance policy 
against any network sales plan — 
such Tandem, Pyramid and 
chimes proposals — which it feels 
undermine stations’ national 
revenue. 


as 


close collaboration with newspa- 


| per, magazine, radio and TV fash- 


ion and women’s editors. 
The California cotton leader also 


| revealed plans for a strengthened 


educational and information cam- 
paign in behalf of cottonseed mar- 
garine. 

The Cotton Council's interest in 
margarine stems from the fact that 
the product is one of the two big- 
gest markets for cottonseed oil. 
Approximately 430,000,000 pounds 
of cottonseed oil were used in mar- 
garine manufacture in 1951. 

Baker said the council will ex- 
pand its margarine information 
program in cooperation with food 
editors and women’s directors of 
newspapers, magazines, radio and 
TV. 


Cayton Inc. Gets Account 

Allied Asphalt & Mineral Corp., 
New York, has appointed Cayton 
Inc., New York, to direct its ad- 
vertising. 


Krasner Joins Revods Inc. 


Harold J. Krasner, formerly with 
Desco Shoe Corp., Long Island 
City, has been appointed executive 
v.p. in charge of sales and adver- 
tising of Revods Inc., a new divi- 
sion of Steponair, branded divi- 
sion of Dover Shoe Co., Somer- 
ville, N. H. 


Ad Bibliography Available 
The sixth edition of “100 Books 
on Advertising,” University of 
Missouri Bulletin, Journalism Se- 
ries No. 128, has been published. 
Single copies are available without 
cost from the School of Journalism, 
University of Missouri, Columbia, 
o. 


Blatchford Appointed A.E. 


Robert N. Blatchford, formerly 
advertising and sales promotion 
manager of Bulldog Electric Prod- 
ucts Co., Detroit, has been ap- 
pointed an account executive of 
Charles M. Gray & Associates, De- 
| troit agency. 
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executive v.p. of Storm & Klein agency. The ad shows prices 
of Reserve in each state (the range is $3.10 to $4.75), as well 
as higher prices for comparable whiskies. 


Park & Tilford 
Prices Shown in 
Magazine Space 


NEw York, Jan. 29—Park & Til- 
ford Distillers Corp. is running the 
first national magazine whisky ad 
containing consumer prices to ap- 
pear since the repeal of Prohibi- 
tion. A full-page insertion for Park 
& Tilford Reserve in the Feb. 2 
Collier’s and the Feb. 26 Look will 
show the retail price per fifth in 


| each state on a map of the U. S. 


“is to bring the | 


spot, 


According to Park & Tilford, 
prices previously have been omit- 
ted because of the difference in re- 
tail prices in the states resulting 
from varying excise tax rates. 

The ad also shows the price that 
consumers in each state would pay 
“for whiskies of the same type 
and quality.” Readers are asked 
to “compare price. . .taste. . .formu- 
la with Park & Tilford Reserve...” 
Aim of the ad is to provide “proof 
positive” that P&T is “America’s 
best quality-value.” 


® Harry P. Herrfeldt, v.p. in charge 
of sales, said the magazine ad rep- 
resents an extension of P&T’s 
price-comparison drive that has 
been running in newspapers. 

“We were prompted to extend 
the campaign to national maga- 
zines by our conviction that the 
average citizen is now more price- 
conscious and more value-con- 
scious than at any time since be- 
fore World War II,” he said. 

Mr. Herrfeldt said his company 
believes the recent tax increase has 
raised the market potentia} for 
Park & Tilford Reserve and “we 
decided to use full-page magazine 
ads, in addition to continuing the 
newspaper campaign, to bring our 
‘best value’ message to a much 
larger audience.” 

Storm & Klein is the agency. 


Wilkinson Gets 3 Accounts 

T. Lawson Wilkinson, Cranston, 
R. L., agency, has been appointed to 
direct advertising for Duro-Crete 
Co., East Providence, R. I., manu- 
facturer of cinder and cement 
blocks (direct mail will be used); 
Automotive Service Corp., Provi- 
dence, wholesaler of automotive 
parts (newspaper and direct mail), 
and Comstock Gardens, Cranston, 
R. IL, real estate development 


| (newspaper and direct mail). 
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Dairy Industry 
Urged to Boost 
Dairy Sales 40% 


(Continued from Page 3) 

the expected increase in consum- 
ers’ disposable income a target of 
164 billion pounds in 1960 is not 
unreasonable. And if aggressive 
merchandising is used to help 
achieve standards of good nutrition 
for all Americans, the 1960 con- 
sumption could reach 180 billion 
pounds—a 50% increase over 1951 
production, he concluded. 

Herrell DeGraff of the Cornell 
University school of nutrition 
urged the National Dairy Council 
members to find some refreshingly 


new ways of telling the dairy) 


story. “Milk promotion,” he de- 
clared, “does not need any interest- 
catching new research findings. It 


already has amassed in its favor) 


a greater total of authentic com- 
mendations than can be arrayed 
behind any other product which 
competes for space in the human 
stomach.” 

Leo L. Rummell, dean of the 
Ohio State University agricultural 
college and formerly consultant to 
the Kroger Co., on Monday out- 
lined the basic problem facing the 
dairy industry and proposed a plan 
of action. 

He declared that consumption of 
milk “should exceed 400 pounds 
per capita, yes, even the 432-lb. 
peak of 1945, which is slightly over 
a pint per person daily.” 


® Dean Rummell 
dairy industry should take as its 
1952 goal the increase of consump- 
tion by 1/10 of a pint daily per 
person, or 39 lbs. per person in a 
year. 

Part of the job—that of empha- 
sizing the idea that milk and its 
products are still among the most 
economical food purchases—should 
be handled by the educational 
agencies, he said. They should con- 
tinue to work through the schools, 
the Parent-Teacher associations, 
women’s clubs, food pages, radio, 
television, etc... 

“The average supermarket is 
now doing 3.8% of its business in 
frozen foods, while two years ago 
it was only 1.6%. Or, again, look 
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said that the) 


at cigarets. Can you imagine today 
one of the nation’s largest food 
chains reports that in 1951, of the 
food dollar spent in its stores, 
5.1¢ went for cigarets—more than 
its milk sales, more than its com- 
bined butter and cheese sales?” 


® He suggested the following steps 
be taken: 

1. Milk. Volume in dairy sales 
in metropolitan areas is not built 
by home delivery sales but by store 
sales (which account for 75% of 
all sales in New York). In addi- 
tion, he said, 40% of New York 
sales is Vitamin D, homogenized, 
in paper containers and sold in 
stores. 

In the midwestern area, one of 
the largest food distributors found 
that it could best stimulate milk 
sales by 
by maintaining a differential be- 
tween store price and home-de- 
livered price and by giving quanti- 
ty discounts to consumers purchas- 
ing larger size containers. 


@ 2. Cheese. “Prepackaging—uni- 
form, attractive, sanitary—is the 
modern merchandising way for 
cheese.” He added that cheese is 


a 50% impulse item and that only | 


modern packaging and merchan- 
dising will do the desired sales job. 

3. Butter. “The story of butter 
is largely woven with the thread 
of quality. It lost its prestige— 
18 lbs. per capita down to 10 lbs.— 
in the competition with oleomar- 
garine. Price is one factor. But if 
the market is to be regained, the 
accent must be on quality product, 
fine flavor and attractive pack- 
age.” 

Dean Rummell pointed out that 
“one never sees butter substitute | 
(margarine) 
wrapper alone. There are few 
brands; the product is uniform; 


the markup is higher, and the mar-| 


garine is attractively packaged.. . 
A 5¢ package of chewing gum has 
11 wrappers. 


serves equal consideration,” 
clared. 


A 75¢ package of} 
highly perishable merchandise de-| 
he de-| 


| economy sizes to fill many a pig- 


FOR WINDOWS—Retailers taking part 


three-color, 


five-panel window disploy featuring 15 drug products. 


in “Operation Piggy-Bank” will get this 
Advertising 


for thrift promotion involves 18-page insertions in each of the three Crowell-Collier 
magazines. 


using paper containers, | 


15 Drug Makers 


to Run 18-Page 


Magazine Ads 


Crowell and McKesson 
| Report Three Magazines 
Will Carry the Big Ads 


New York, Feb. 1—Fifteen drug 
manufacturers will spend 
$440,375 for 18-page insertions in 
each of the March issues of Amer- 
ican Magazine, Collier's and Wom- 
|}an’s Home Companion—*“the larg- 
|est amount ever invested in any 
magazine or group of magazines to 
support one promotion activity.’ 

Announcement of the 18-page 


| insertions was made simultaneous- 
| Ly today by the Crowell-Collier 
Publishing Co. and McKesson & 
| Robbins Inc. 

| “Operation Piggy-Bank,” as the 
project is known, will stress that 
“in drug stores alone, American 
families can save enough on large 


4. Ice Cream. Ice Cream sales | 8y-bank.” 


have increased from seven quarts 
per capita in 1936 to about 20 
quarts per capita in 1946. To help 
the sales curve continue upward, 
“we must look upon ice cream as 
a nutritious food and therefore as 
an every-day dessert, 12 months a 
year, to be bought with other 
foods.” 


® Drug manufacturers taking part 
in the promotion are: Lever Bros., 
Johnson & Johnson, Block Drug 


Co., Bristol-Myers, Lambert Phar- | 


macal Co., Tampax Inc., Miles 
Laboratories Inc., Bauer & Black, 
Lavoris Co., Wildroot Co., Serutan 
Co., Emerson Drug Co., Interna- 


Day and 
Might Service... 


fo meet your 


tight schedules 


118 §$ 
CHIC 


photo engraving company 


OUTH CLINTON ST. 
AGO 6, ILLINOIS 


TELEPHONE: FRanklin 2°6343 


tional Cellucotton Products Co.,| 
Mennen Co., and Pharmaco Inc. 
total of more than $600,000 
will be spent by the manufac- 
turers, McKesson & Robbins and} 
Crowell-Collier. Backing the ad-| 
| vertising will be an extensive mer- | 
chandising program. | 

Every retailer participating in| 
the project will get a three-color, 
five-panel window display fea- 
turing the 15 advertised products. 
Each will also receive a three-color | 
corrugated self-service type floor | 
merchandiser which holds the 15 
products. About 2,000,000 hand- 
bills (eight pages each) will go 
to the retailers. These will stress | 
the economy theme and feature | 
the 15 products. 

Display materials for retail | 
stores will be produced and in-| 
stalled by Haugan Advertising Inc., 
Mount Vernon, N. Y. 


| 


in a parchment/ “Economy Size Shopping Guide”) ® The magazines, window displays 


{and flier merchandiser will tell 
consumers about a_piggy-bank 
| worth about 60¢ which is avail- 
|able as a premium. | 
| More than 1,500 McKesson) 
|salesmen will begin telling the) 
“Operation Piggy-Bank” story to) 
retailers beginning Feb. 4. 
The advertising is scheduled for 
the March issue of American (out! 
March 1), the April issue of Com-| 
panion (out March 21) and the 
March 15 Collier's. 
| “We selected the three Crowell- 
Collier magazines,” said Herman 
C. Nolen, v.p. in charge of drug 
merchandising at McKesson, “be- 
cause their circulation reaches 
more homes in the markets cov- 
}ered by wholesale druggists than 

any other group of magazines pub- 
| lished by one organization.” 


|Lodmell Buys Out Partner 


Robert B. Lodmell has become 
sole owner of the Highlander, Lake 
Wales, Fla., daily, having bought 
the half interest of Eugene Speight, 
co-publisher. Mr. Speight, who 
purchased the daily with Mr. Lod- 
mell in 1947, has become general 
manager of the Progress, LaFay- 
ette, La. 


Nelson Named Ad Manager 

Carl Nelson, formerly Pacific 
Coast sales manager for Montgom- 
ery Ward & Co. in Oakland, Cal., 
has been appointed advertising 
manager of Golden State Co., San 
Francisco, dairy products manu- 
facturer. 


San Francisco PR Men Elect 


The Public Relations Round 
Table of San Francisco has elected | 
Ivy Lee Jr. chairman of the board} 
of trustees; Joseph W. Fontana, | 
vice-chairman; Gilbert H. Kneiss, 
treasurer, and Dan Cavanaugh, 
secretary. 


Plastoid Appoints Agency 

| Plastoid Corp., Long Island City, 
has appointed Byrde, Richard & 

| Pound, New York, for a campaign 

| on Synkote wire and coaxial cable. 


| Werner Named Coast Manager 


Arch Werner has been appoint- 
ed San Francisco manager of Army 


Times, Air Force Times and Navy | 


Times. 
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-REGISTER 
UNIT 


OPEN UP new sales 
markets among these 
1,515,215 families! 


the Our Sunday Visitor — 
Register UNIT plan which is 
tailored to your needs. 


Let us prove how regular 
Visitor-Register advertisers see 
the good results on their sales 
records and in their cash sales. 


Get the facts and helpful 
suggestions without obliga~ 
tion. Just write, wire or telew 
| phone for factual, money< 
making information aboug 
this vast volume-buying mar- 
ket you may be overlooking... 


You don’t need to “penetrate” 
this huge family buying mar- 

. » a 
ket—-it’s all over the nation! 


Just key your advertising to 
these larger-than-average fam- 
ily America 
through the two great national 
read and enjoy. 


homes across 


weeklies they 


There is no reason why YOU 


can’t cultivate this volume- 
buying, steady-buying family 
market 


cally. Just take advantage of 


115,219 


WEEKLY CIRCULATION 


easily and economi- 


NATIONAL REPRESENTATIVES 


C0 Bertolet Co,ine 


30 WORTH OFARBORN 
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Advertising Age, February 4, 1952 


Ludgin Says Ad 
Business Rests 
on ‘Uncasy Base’ 


San ANTONIO, Jan. 28—Admen 
are digging their own graves by 
coining slogans which they them- 
selves do not believe, Earle Lud- 
gin, Chicago agency head, last 
Friday told members of the South- 
western Assn. of Advertising 
Agencies. 

The advertising business is rest- 
ing on “an uneasy base,” the presi- 
dent of Earle Ludgin & Co. de- 
clared. He pointed out that many 
consumers have lost faith in ad- 
vertising as a worth while service. 

He said that “good advertising, 
selling advertising, has proved) 
over and over again that it doesn’t 
need the cheap, the tawdry, the 
exaggerated to make it effective.” 


s Mr. Ludgin urged the delegates 
to the association’s annual meeting 
to put themselves in the place of | 
the consumer and see how they} 
respond to some advertising. | 

“Didn’t you think,’ he asked, 
“that advertising was stretching 
the truth when it was announced 
that you didn’t have to rinse with 
the new detergents? Do you still! 
rinse in your house? If you do,| 
why do you—if you believe the ad- | 
vertising? 

“Do you think I would actually 
be any prettier if I washed my} 
face for a couple of weeks with 
one brand of soap or another?” 

Two other types of advertising 
singled out for criticism by Mr. 
Ludgin were testimonials and pre- 
miums offered to children on ra- 
dio programs. 


8 Consumers think that too many 
testimonials “are phony,” he ob- 
served, and asked the admen if 
they believe the testimonials which 
usually come out of Hollywood 
when a new picture is being re- 
leased. 

As for the radio commercials of- 
fering premiums, Mr. Ludgin com-| 
mented: 

“They sound so wonderful and 
are given such high-powered 
names—they are duo-magnetized, 
or glow in the dark, or have secret 
compartments for poison or bubble 
gum, or have markings so that if 
lost at sea you can steer a safe 
course back home. Then they ar- 
rive. And what are they made of? 
Sometimes cardboard. Or plastic 
that breaks the first time you drop 
a.” 


® Mr. Ludgin’s criticisms were not 
all destructive. He picked out for 
special praise the ad campaigns 
of Pillsbury Mills, Travelers’ In- 
surance and Toni Co., calling them 
top-notch for their clear thinking, 
imagination, humor and copy that 
“wasn’t overheated.” 

“They all prove,” he said, “that 
selling is believing.” 


Majestic Radio Promotes 
DeVico to Ad Director 


Joseph G. DeVico has been pro- 
moted to the new position of di- 
rector of advertising and sales pro- 
motion for Ma- 
jestic Radio & 
Television, divi- 
sion of Wilcox- 
Gey Corp., 
Brooklyn. He for- 
merly was ad-| 
vertising manag- 
er. 

Mr. DeVico 
joined the com- 
pany when it was 
known as Garod 
Electronics Corp. 
in October, 1945, | 
immediately after his service in 
the U.S. Navy Supply Corps dur- 
ing World War II. 


Joseph DeVico 


Four A’s Adds Keegan Agency 

Keegan Advertising, Birming- 
ham, has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies. 


|}and sponsor the Monday segment 


| time a larger network can be lined 


Last Minute News Flashes 


Chlorodent Reaches National Distribution 

New York, Feb. 1—Chlorodent toothpaste, introduced in about one- 
third of the country last September by Lever Bros. Co., will be in 
national distribution Feb. 4. J. Walter Thompson Co., the Chlorodent 
agency, will use two-color ads in more than 90 newspapers, plus radio 
and television spots. Magazine advertising will begin in about two 
weeks. 


Schieffelin Ads Plug Chartreuse & Scotch 


New York, Feb. 1—Schieffelin & Co. will introduce a new sug- 
gested after dinner liqueur, Chartreuse and Scotch, in The New Yorker 
Feb. 16. Ads, which will also run in March issues of Cue, Time and 
Town & Country, will suggest “half yellow Chartreuse and half of your 
favorite Scotch” as an after dinner drink, Abbott Kimball Co. is the 
agency. 


Wolcott Plans Ad Drive for New Oven Cleaner 


New York, Feb. 1—Wolcott Co., Hartford, Conn., manufacturer of 
Easy-Off oven cleaner, has appointed W. Earl Bothwell Inc. to handle 
all advertising. The company is a new advertiser. Having completed 
tests in New England, it will open an advertising campaign in news- 
papers in 15 large city markets within the next two months. 


Railway Express Volume Gains; Other Late News 


e New parcel post regulations and rates effective Jan. 1 have upped | 


Railway Express Agency business reportedly about 20% since the first 
of the year. The agency's current ads in Newsweek, Time and The Sat- 
urday Evening Post carry two lines in red urging readers to “Call your 
local Railway Express agent for information on parcel post regulations 
effective Jan. 1, 1952. He’ll be glad to explain how express can serve 
you.” Fuller & Smith & Ross handles the account. 


e Joe Gratz, formerly with the CBS Television Network, has joined 
Warwick & Legler, New York, as a radio-TV producer and director. 


e Parade will be distributed by the Albuquerque Journal beginning 


Feb. 10, bringing to 34 the number of newspapers distributing the Sun- | 


day picture magazine. Homer Smith, formerly in supervisory positions 
in the copy departments of N. W. Ayer & Son and Wesley & Associates, 
has been named promotion director of Parade. 


e John E. Miller, formerly advertising manager of Argosy, has joined 
the advertising sales staff of Quick. 


e C. Stuart Siebert Jr., publicity director of J. Walter Thompson Co.’s 
Chicago office, has resigned, effective March 15, and will sail for 
Europe April 1 for an extended trip abroad. John L. Van Zant, account 
executive for the agency, will succeed Mr. Siebert. Mr. Van Zant, prior 
to Mr. Siebert’s appointment 342 years ago, was the publicity director. 


e Ruthrauff & Ryan announced today that John H. Weiser, v.p. and 
Pacific Coast manager since 1941 in Hollywood, has been appointed 
manager of the agency’s Detroit office. Tod Reed, v.p. and manager 
of R&R’s Detroit office since 1948, will take charge of the Pacific Coast 
operation, with headquarters in Los Angeles. 


e Standard Brands is now breaking a 5¢ sale promotion for Instant 
Chase & Sanborn coffee in the Albany, Buffalo, Los Angeles, New 
York and San Francisco markets. Ads of 700 lines in more than 30 
newspapers offer consumers a regular-size jar for 5¢, with the pur- 
chase of a large-size jar. Compton Advertising is the agency. 


| kinescope. 

Ekco told AA that it is in the 
| process of deciding whether the 
|list of cleared stations is good 


About ‘Goldbergs’ 
}enough, and will wait to see if 


Lineup of Stations NBC can clear any more. Earle 


Cuicaco, Feb. 1—“First you say Ludgin & Co., Chicago, is Ekco’s 
you will, and then you won’t” | agency. 
seems to be the tune National | Yesterday, NBC said that Ekco 
Broadcasting Co. is singing since | will begin carrying the show on 
the network has been having| Feb. 4. Today, the network says 
trouble lining up the promised| sponsorship of the Wednesday 
number of cleared stations for the | segment is undecided because Ekco 
three-a-week, 15-minute “The| is not sure how many stations it 
Goldbergs” TV show. It is slated! wants. 
to start at 7:15 p.m., EST, Feb. 4. | 

Last week it looked like every- | Doyle Dane Bernbach Inc., New 
thing was set. NBC announced that | York, agency for Necchi, said that 
it had signed Vitamin Corp. of | the company is undecided about 
America for the Monday segment, | picking up the Friday show as of 


Sponsors Differ 


| Ekco Products Co. for Wednesday, | March 7, and is waiting to see if| at 


and Necchi Sewing Machine Sales NBC can clear more stations 
Corp. for Friday (AA, Jan. 21). “Kukla, Fran & Ollie,” which 
The show fills in the gap left open|at one time was carried on as 
last fall when “Kukla, Fran &/ many as 57 stations as a half-hour 
Ollie” was cut to a 15-minute pro- | show under Radio Corp. of Ameri- 
gram. |ca’s sponsorship, now has a 45- 
However, the picture changed | station clearance on Mondays and 
this week when the sponsors found | a 39-station clearance on Wednes- 
out that NBC wasn’t coming across days for RCA. Before the show was 
with the number of stations prom-|cut to 15 minutes in September, 
ised. | National Biscuit Co. carried it once 
| weekly over 36 stations. National 
® Today, confusion reigns. | Biscuit now has a 30-station line- 
Vitamin Corp. of America, New| up for two 15-minute shows on 
York, told AA _ yesterday that | Tuesdays and Thursdays. 
NBC-TV has promised clearance | No one has yet been lined up as 
of some 18 or 19 stations, and it| “Papa” on the show to replace 
intends to go ahead, as scheduled, | Philip Loeb, who was dropped af- 
ter he was listed in “Red Chan- 
nels.” Mr. Loeb reportedly got a 
cash settlement for the rest of his 
up. Duane Jones Co., New York, } contract, and Television Authority 
is the agency. has decided not to declare the 
NBC’s latest station count for the! show unfair. 
Monday show is 13 live and 18; Anybody got any questions? 


starting Feb. 4. VCA feels that in 


‘Fresh-Frozen Orange Juice Is Better than 
Home-Squeezed,’ Is Minute Maid Theme 


journals, i 
Some of the ads used by Minute 
Maid in this campaign state that 
its fresh-frozen concentrate is su- 
perior to home-squeezed orange 
juice “as reported in one of Amer- 
ica’s leading medical journals.” 
This presumably refers to the re- 
sults of the tests published in the 
“ask your doctor.” Journal of the American Dietetic 
The Minute Maid story will be| Assn. However, a spokesman for 
|told on the “Kate Smith Show”) the American Medical Assn. told 
(NBC-TV, Thursday afternoons),| AA that the ADA journal was not 
and the Gayelord Hauser show | considered a “medical” journal. 
| (ABC-TV) on selected stations Dr. M. L. Rakieten, a member 
land by kinescope to others. The|of the group conducting the Min- 
radio drive will feature Bing|ute Maid vs. home-squeezed or- 
| Crosby, on recorded spots. ange juice test, told AA that the 
} tests were conducted over a three- 
two-| year period, and that further re- 
sults containing a new set of anal- 
yses are scheduled for publication 
in a forthcoming issue of the Jour- 


New York, Jan. 30—A new ad- 
vertising campaign proclaiming 
“Minute Maid fresh-frozen orange 
juice is better for your health than 
home-squeezed orange juice” is 
being aimed at consumers through 
magazines, newspapers, radio and 
TV. The drive, handled by Ted 
Bates & Co., urges consumers to 


j@ A series of four-color, 
thirds page ads on the “ask your 
doctor” theme have been scheduled 
in such magazines as Better Living, 


Everywoman’s, Family Circle,| nal of the American Dietetic Assn. 
ask DOCTOR Westinghouse Radio 
107000 Pipi tase Thee tee far +~=«| LETS Special Rate 


As Reported = Ome of America's Leading Medece! Jearmals | 
| FRESH- 
| frozen 


for Station Breaks 


New York, Feb. 1—The first 
step in the time sale of Westing- 
house Radio Stations as a group 
was taken this week with.the of- 
fer of a combination rate for sta- 
tion breaks. 

Special discounts are now avail¢ 
able for 20-second station bre. 
announcements on WBZ-WBZA, 
Boston-Springfield; KYW, Philae 
delphia; KDKA, Pittsburg 
WOWO, Fort Wayne, and KE 
Portland, Ore. ; 

Any advertiser who buys a mins 
imum of seven station breaks p 
week, per station, on three 
more Westinghouse stations wi 
qualify for the discount. Thé 
|breaks must be in “comparabl 
|time classifications”—all day " 

r 


| 


jall night—on each station pu 
| chased. The discounts are 10% 
for three stations, 15% for fo 
stations and 20% for all five Weeth 
inghouse stations. 3 

To clarify the offer, the ne 
rate card points out: 

“These discounts apply 
earned rates rather than to fre 
quency discounts otherwise earne 
Example: the 260-time rate oj 
WBZ-WBZA is $60. An advertis 
using the five-station plan woul 
earn 20% additional discount o 
the $60 rate, making a net of $48 
on this station.” 

These discounts can be earned 
only on contracts which run at 
least 13 weeks. 


Good Housekeeping, Western Fam- 
ily and Woman’s Day. To reach 
new mothers, Minute Maid is using 
special “ask your doctor” ads in 
Baby Talk, Baby Time, Modern 
Baby and Today’s Baby. 
Newspapers will be used on a 
year-round basis for local sales in 
leading metropolitan areas and for 
a special drive during the summer. 


® James Rayen, advertising man- 
ager for Minute Maid Corp., said 
the campaign resulted from tests 
which showed “the superiority of 
Minute Maid’s frozen orange juice 
as against the home-squeezed.” 
A report of the tests, conducted 
by independent laboratories, was 
| published in the October, 1951, 
| Journal of The American Dietetic 
Assn., he said. 
The tests were made under a 
| grant from the Minute Maid Corp., 
“but with no strings attached,” Mr. 
Rayen told AA. “We didn’t know 
the outset what 
| would be.” 


s “With the networks going into 
the spot business, we thought may- 
be we ought to go into the net- 
work business,” E. R. Borroff, gen- 
eral sales manager for Westing- 
house Radio, said yesterday when 
the plan was announced. 

“With increases running from 
the results| 11% to 13% in local and national 
spot advertising, our new plan 
means that advertisers can now 
expand their schedules, reach 
more listeners and increase their 
impacts, at relatively small cost,” 
he said. 

If the group offer meets with 
advertising acceptance, it may be 
extended to cover one-minute an- 
nouncements, and later to pro- 
grams. 

Free & Peters is national repre- 
sentative for Westinghouse Radio 
Stations. 


® The technique employed by those 
responsible for conducting the tests 

| was to use six cans of Minute Maid 
fresh frozen concentrate from each 
of three stores in 10 cities and 

{three dozen fresh oranges pur- 
chased in the same stores in the 
same cities. 

“The tests found Minute Maid 
was nutritionally better than 
home-squeezed orange juice,” Mr. | 
Rayen said, “because (1) average 
levels of natural vitamin C were 
| significantly higher in Minute 
| Maid, (2) peel oil content was 
significantly lower in Minute Maid, 
(3) purity standards were dramat- 
ically higher in Minute Maid.” 


Biddle Adds Transitads 


Biddle Advertising, Bloomington 
and Chicago, has been appointed 
to handle advertising and sales 
promotion in all markets for Na- 
tional Transitads Inc., national 
transit advertising medium. Trade 
publications will be used, with 
business management publications 
considered for later in the year. 


® Reprints of the article have been 
mailed to 187,000 physicians and 
full-page ads are reporting the 
findings in medical and nurses’ 
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SUMMARY 


NAEA QUESTIONNAIRE ON MAIL ORDER ADVERTISING AND RATES _ 


Number of Papers 
aber of Paper Below $5,000 to Over | Total 
a Mail Order Ad y | 15.000 199,000 100.009 | All 
s | Below 5, 00 Over Total Cir Cr Cr | Papers 
} 5,000 Cor 100.000 Cir 100 000 Cor All Paper - - - ———-—— | -— -— 
j _ 2. If your rates vary with volume, how many lines per year must adver- | | 
b 1. Do yo copt Mail Order Advertising ther e to qualify for lowest rate’ 
ret ) 75 ' 7 nt 1,000 5,000 { 2 | t 
as it iT ‘ 1 5, 000 15,000 5 ! 1 7 
: Total Answer "1 ‘ iS 4 15,000 25.000 1 4 
) 7 OY SW% 32% 25,000- 35,000 1 2 3 
35, 000 45,000 2 1 $ 
» If you accept Mail Order Advertiving. hare 45,000 55,000 2 3 5 
the General Kate or a Higher Rate? 55,000- 70,000 1 | 1 | 2 
General Kate ! uM Its 70,000 85.000 , 1 D 
ry Higher than General 0 “ 0 0 5.000 100.000 | 1 1 
Total Answer ! “4 ts 100,.000- 125,000 | " > s 
©: charging G | nr hwy Ws fs 125,000 150,000 | 3 1 lt 
150,000- 175.000 ' 12 6 | 1s 
Wi ve a t Mail Order A r 175,000 200 000 1 ! 
re ' OT compete with 200,.000- 250,000 | 1 4 1 6 
ere ‘ ’ 250.000 400.000 ! 2 4 2 S 
- iI 5 75 100,000- 350,000 ! 1 1 1 5 
‘ ! a ~w 2 350.000-— 400,000 | ; 2 1 4 
r Sb 40 400, 000 450.000 I 4 
‘ WY, $50, 000 500 000 2 ? 
Ir 500 ,.000- 600,000 5 2 s iy 
alve 600) O00: 700.000 1 , | 4 
t pecia } 700.000- S00,000 1 1 $ | 5 
S00.000- 900000 2 1 ; 
= 400 000-1000 000 2 | 2 
1,000, 000-1, 500, 000 2 | 2 5 4" 
1,500, 000-2, 000 000 | 2 2 
| 
Q. What Are Your Rates Per Line? Total Answers 4 10 33 " 
@ . Median Average 138.000 250,090 50000 171,000 
Line Rat i “ 000 Cor $5,000 to 100,000 Cir Over 100,000 Cir Total All Papers 
‘ ‘ i) ‘ ‘ ‘ | General Open retail Lowest retail General Open retail Lowest retail General | Open retail Lowest retail 
D D PD Db = D s D s Db s D. 8 D s D 8 dD s ). 5. 
2 —— 
Total Answers #2 20 ‘w) 20 Ww I" 45 7] 45 uM 45 33 35 27 37 4 33 27 172 si | ( 79 170 79 
. 2 : - —E———E —_—_—— 
Median Average Ke > ‘ “ y te | 21.5 22. 5¢ 17. 5e 17. 5¢ 11. 5e 11. Se S2.5¢ 52.5¢ 37.5, 42.5 23. 5e 25. 5c 13.5¢ 23. 5¢ 13. 5e 17.5¢ Se 11.5¢ 


STATUS OF MAIL ORDER ADVERTISING IN NEWSPAPERS—Members of the Newspaper Advertising Execu- 
tives Assn. received a copy of the association's recent survey on newspaper mail order advertising at 
the annual meeting in Chicogo (AA, jan. 28). Data summarized above is based on answers received from 
174 popers. More thon four-fifths of the popers replying indicated that they accept mail order ads, while 


almost nine-tenths of the papers with a circulation of more than 100,000 will accept such copy. The data 
on the rates per line has been condensed. As might be expected, smaller papers are much more sensitive 
to mail order advertising that competes with products offered by local retailers than are the larger 
dailies. However, in many cases even she smaller papers will lift the ban for garden items, books, etc. 


ment stores, has been issued by the 
sales promotion and smaller stores 
division of the National Retail Dry 
Goods Assn. Features include tech- 


Yambert Changes Name, 
Names Hauge, Adds Account 
Yambert, Prochnow, McHugh & 


¢ . 
a Macaulay, Beverly Hills, has niques of newspaper, direct mail 
changed its name to Yambert- and radio advertising, as well as 


Prochnow Inc. Ralph Yambert is 
president and Raymond Prochnow 
v.p. Thor L. Hauge has been 
appointed art director. He has 
served in a similar capacity with 


information on display. 

” Hecht-Arms Appoints Vail 
Ben B. Vail has been appointed 

eastern representative of Hecht- 


oe 


Oldsmobile Restyles Sales Theme; 
Ad Budget, Like Output, Drops 30% 


(Continued from Page 2) 
figures, which are 30% under the 
early 1951 level. Oldsmobile’s pro- 


ently during the year, alternating 
monthly between the 98 Classic 
and the Super 88. 


J. R. Jones, Oldsmobile’s gen- 
eral sales manager, reported that 
the company expects a “real short- 
age of cars” before the end of the 
year. He also disclosed that Olds- 
mobile’s sales last year were 51% 
on a cash basis, probably second 
only to Cadillac in this respect. 

The new Olds campaign will 
give particular treatment to such 


“hicago agencies . - “ “ti - : . = tee ile . “ ‘. 
, Kit Trailers. Rais Beach. Cal. 4rms Co., San Francisco, organ- duction schedule for the first quar- : innovations as power steering, the 
hos 1ppointed’ the agency Maga_ ization specializing in Brands You ter of 1952 calls for slightly in ex- # The company will be one of the jmproved 160-horsepower engine, 

as é ‘ Maga- “ - . - 
eines and direct mail will be used Know group couponing and other cess of 52,000 units most active automobile companies ang new design, particularly in 


Plantations Co. 


4 direct mail service. Mr. Vail will The new concept in newspaper in television, according to Mr. the 98 series. 
| Schon Appointed Ad Manager —- his headquarters in New art will find the cars shown in Carlson, who shoved Olds to the 
- a EM ire : white against a gray background. front in this medium with the’ pj Tire P. te 
4 Ellen Sc ag ope ——. This. Mr. Carlson said, will em- original sponsorship of the Doug- nacWae “ye p cecaseag er 
Bee ‘Oaklend Cal pa eas a General Copper to Ullman phasize the new lines of the long- las Edwards news show. pol a - a , a 
jointed -advertising manager of| pares eh pee” |& Brass Co./er 98 series, which has been| The Edwards program, which| , Firestone Tire & Rubbex Co. 
5} e 5. lag Philadelphia, has appointed Ro- | cadiih ssi te at 7 ame > sitent, Akron, has promoted Frank C. Mc- 
Bthe City of Paris, San Francisco! jand G. E. Ullman Organization, dubbed the Classic The word the company ranks particularly Williams to space buyer for the 
' department store, succeeding Doris Philadelphia, to handle its adver- “classic” will be used generously important in its advertising activi- advertising de- . 
: Gregory tising. in all advertising copy. “Futur- ty, has been extended to 19 cities, partment. He 
' : amic,” a word identified with from New York to the West Coast succeeds E. H. 
; New Small Stores Manual Out Missouri Pickle to Factor Olds advertising since its first and as far south as Jacksonville. Swinehart, who 
re “Sales Promotion Manual for Missouri Pickle Co., Los Angeles, postwar car, will be conspicuously In the announcement of the new has been assigned 
iste) Smaller Stores,” a 240-page illus- has appointed Factor-Breyer Ad- absent this year Olds, the company exploited Mr. to a new position 
j trated booklet devoted to all phases vertising, Los Angeles, to direct Edwards as its master of ceremo- With Firestone 


promotion for smaller depart- its advertising 


F of 


ee @& 


anenica’s 
finest 
PHOTOENGRAVING PLANT 
Collins, Miller 
& Hutchings, 
Inc. 


CHICAGO 


s@ Another new gimmick which 
Olds will use throughout the year 
will be the purchase of two adja- 
cent half pages in newspapers to 
form the bottom half of a spread. 
On one side the copy will deal 
with the 98 series; the other will 
push the Super 88 Olds. 

The company plans to use 6,000 
newspapers during the year, with 
running from two pages in 
a few instances down to quarter 
pages. No color scheduled in 
newspapers, except for the an- 
nouncement which gave unique 
treatment to the new rocket de- 
sign. 

In this instance, the ad showed 
red smoke rising from a rocket 
launching shelter similar to that 
used by the Army at its rocket 
testing grounds in New Mexico, 


copy 


is 


e Mr. Carlson said magazine cov- 
erage will remain near the 1951 
schedule this year, with insertions 
ranging from pages to spreads, 
most of which will be in full color. 

Magazines on the schedule are 
Collier's, Country Gentleman, 
Farm Journal, Fortune, Harper's 
Bazaar, Holiday, Life, The New 
Yorker, Newsweek, Progressive 
Farmer, The Saturday Evening 
Post, Time, U. S. News & World 
Report and Vogue. 

Among trade publications, Olds 
will use Automotive News, Motor, 
Motor Age, N.A.D.A. Magazine 
and Southern Automotive Journal. 

Outdoor activity will find Olds- 
mobile using 7,000 posters consist- 


nies and the commentator accom- 
panied the Oldsmobile 
across the country. 


officials 


@ The widest departure of Olds 
from traditional sales-inspiring 
gimmicks was reaching into 
Hollywood for two new performers 
and placing them under long-term 
contracts to become the company’s 
new “Lucille” and “Johnny 
Steele.” | 

When Olds had Jerry Fairbanks 
Productions make its new an- 
nouncement picture at Lake Ar- 
rowhead several months ago, both 
the company and D. P. Brother 
were so impressed with the work 
of Jean Ruth and John Leckner, 
a couple of newcomers to Holly- 
wood, that the actress and actor} 
were induced to “forget about! 
Hollywood and join the Oldsmo-| 
bile team.” Although terms of the 
contract were not revealed, it was 
reported that “a handsome dollar” 
was turned to induce the pair 
to become the “Oldsmobile Sweet- 
hearts.” They will do TV com- 
mercials, put on programs for 
dealers and in general will be 
kept busy promoting Oldsmobile 
throughout the year. 


s J. F. Wolfram, president of Olds- 
mobile, is one of the most adver- 
tising conscious executives in the 
automobile industry and has con- 
sistently worked with his adver- 
tising department and agency in 
creating the company’s new ad 
drive. 


Mr. McWil- 
liams worked in 
several capacities 
in the sales de- 
partment of the 
company be- 
between 1942 and 
1948, except for three years of 
military service, and since 1948 
has worked in the advertising de- 
partment’s production section. 


Frank C. McWilliams 


Kurtz Joins Malcolm-Howard 


Paul Kurtz, formerly with Na- 
tional Broadcasting Co., Chicago, 
has joined Malcolm-Howard Ad- 
vertising, Chicago, as film director. 
Malcolm-Howard has moved into 
new and enlarged offices at 203 
N. Wabash. 


Altes Brewing Names Colby 

Altes Brewing Co., Detroit, has 
promoted Frank L. Colby to the 
new position of manager of the city 
bottle beer sales division. Mr. Col- 
by has been with the company 
more than 12 years. 


Russell to DeVorn Displays 
Robert M. Russell, formerly as- 
sistant advertising manager of 
Whiting Corp., Harvey, Ill., has 
been appointed account executive 
in the Chicago area for DeVorn 
Displays Corp., Cleveland. 


Lamb & Keen Adds Two 


Lamb & Keen, Philadelphia, has 
been appointed to direct advertis- 
ing for Inter-State Milk Producers’ 
Cooperative, Philadelphia, and 
Giant Food Department Stores, 

Washington. 
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Chapple Tells 
NIAA Research 
Institute Plans 


New York, Jan. 28—First de- 
tailed presentation of plans for 
the NIAA Industrial Advertising 
Research Institute was given 
here last week by Bennett S. 
Chapple Jr., assistant executive 
v.p. of U. S. Steel Co. and chair- 
man of the organizing committee 
(AA, Jan. 14). 

During the meeting it was dis- 
closed that 27 companies have sub- 
scribed $12,000 for setting up the 
new research organization. While 
no names were revealed, it is gen- 
erally known that U. S. Steel Co., 
International Nickel Co., Standard 
Oil Co. (California), Quaker Rub- 
ber Co., Fuller & Smith & Ross, 
and Kight Advertising Inc. are 
among the subscribers. | 

Separate subscription schedules | 
have been worked out for adver-| 
tisers, agencies and publishers. The | 


schedule for industrial advertisers | SCANDINAVIAN BOUND—Pen in hand, Scandinavian Airlines’ 


is based on that portion of the an- 
nual advertising budget devoted 
to industrial products or services, 
regardless of the media used. The 
base subscription on an annual 
budget up to $50,000 is $100. Max- 
imum subscription on a budget ov- 
er $1,000,000 is $2,000. 


® The subscription schedule for 
advertising agencies is based on 
gross annual billings for indus- 
trial advertising handled by the 
agency. Billings up to $350,000 call 
for an annual subscription of $100, 
while the maximum subscription 
on gross billings over $7,500,000 
is $2,000. 

Publishers’ schedules are based | 
on net annual display advertising 
income, that is, gross annual ad- 
vertising ingome—less agency com- 
missions and cash discounts where | 
earned—per publication in the in- | 
dustrial, engineering and archi- | 
ectural fields. However, publishers | 
may include subscriptions for pub- | 
lications serving the consumer or | 
retail and farm distribution fields | 
if they wish to do so. | 

The minimum subscription of 
$100 is based on net advertising 
income per publication (up to 
$100,000). The maximum subscrip- 
tion of $500 on the same basis is 
for more than $1,000,000 in net 
ad income. 


@ While no subscription schedule 
has been established for suppliers 
and vendors, such as printers, en- 
gravers, lithographers, advertising 
specialty manufacturers and oth- 
ers, those wishing to subscribe 
may do so, basing their subscrip- | 
tions on their respective sales vol- 
umes and in relation to the bene- 
fits they think will accrue to the 
industrial advertising business by 
fostering research. The maximum 
annual subscription for any one 
company is limited to $2,000. 

No detailed plans for subjects 
scheduled for investigation have 
been formulated, but an outline 
of possible subjects has been pre- 
pared and has been published in 
a booklet issued by the National 
Industrial Advertisers Assn. 

The institute plans to investigate 


advertising manager Robert Cornish looks 
Friendly Scandinavian” spring and summer 
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over the new “Fly 
campaign. Working 


with him, left to right, are Roger Joslyn, Wendell P. Colton agency 
art director; model Edwina Osborn, who posed for the design, | ©2809, handles the Beam account. 
and artist George Porter of the Lester Rossin Studio. 
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Beam’s Spring Drive 
Schedules Outdoor, 
‘Magazines, Dailies 
| Cuicaco, Jan, 29—-Newspapers, 
magazines and outdoor advertising 
will form the bulk of James B. 
Beam Distilling Co.’s spring cam- 
paign for Jim Beam, Bonded Beam 
and Beam’s Pin Bottle Kentucky 
straight bourbon whiskies. 
Described by Robert N. Dorn, 
| Beam ad manager, as the hardest- 

hitting spring campaign in the 
|company’s 157-year history, two- 
S\color ads in Esquire, Holiday, 
| Newsweek, Time and True have 
| been scheduled for Jim Beam and 
Bonded Beam. 
At the same time, Beam’s Pin 
| Bottle will have insertions run- 
| ning in Gourmet, Harper's Bazaar, 
| Town & Country and Vogue once 
a month from March through 
|June, plus ads in Esquire and 
Holiday. 

Outdoor boards in a number of 
major markets, and large space 
weekly ads ranging up to full 
pages in color in 200 newspapers 
have been scheduled. 

Arthur Meyerhoff & Co., Chi- 


—! 


‘Examiner’ Promotes Knox 


all areas of industrial advertising, 
as the need is determined by the 
board of trustees. The board of 
seven members will be elected (by 
contributors to the institute) for 
three-year terms, except during 
the first year when one, two and 
three-year terms will be used. 


8 In addition to Mr. Chapple, J. F. 
Apsey Jr., president of NIAA and 
advertising director of Black & 
Decker Mfg. Co.; John F. Maddox, 
assistant to the president of Ful- 
ler & Smith & Ross; and W. B. 
Montague, U. S. Steel Co., spoke 
on various aspects of the institute's 
proposed activities. 

It was emphasized that no con- 
flict will exist between the insti- 
tute and the Advertising Research 
Foundation, and that arrange- 
ments will be worked out to avoid 
duplication of research studies. 

Plans to hold similar fund rais- 
ing meetings in other cities are 
under consideration, Mr. Chapple 
said. 


Ben Hecht Writes TV Series 

Ben Hecht has concluded an 
agreement to write, direct and pro- 
duce a series of 39 half-hour tele- 
vision plays for distribution by 
Snader Telescriptions Sales Inc. 
The series, to be entitled “One 
Thousand and One Nights,” will 
be budgeted at $28,000 per film. 
Snader Pictures Inc. will share 
ownership of the negatives with 
Mr. Hecht. The series will be of- 
fered to a national advertiser for 
a network first-run showing. Sec- 
ond and third runs will be made 
available to local and regional 
sponsors. 


Lamorene Bows in Canada 

J. J. Gibbons Ltd., Toronto, is 
handling advertising promotion for 
G. H. Wood Co., Toronto, to intro- 
duce Lamorene, a new chemical 
carpet cleaner, in the Canadian 


| market. Full-page, four-color in- 


sertions in national magazines will 
be used as well as point of sale 
and direct mail dealer promotion 
for the product, which is known 
as Glamorene in the U. S. 


Earnings of 


Advertisers 


KTTV Promotes Metcalfe 

Edwin C. Metcalfe, sales service 
manager, has been promoted to 
account executive of KTTV, Los 
Angeles. He will be succeeded by 
Val Conte, formerly a sales repre- 
sentative for Detrex Corp. in Los 
Angeles. 


| Willard Promotes Two 

| Willard Storage Battery Co., 

|Cleveland, has promoted J. P. 

| Elliott, editor of sales publications, 
to assistant sales promotion man- 
ager. He is succeeded by George 
A. Denholm, who was his assist- 

| ant. 


A i i | The San Francisco Examiner has 
~ mg tg Hollywood | promoted Philip M. Knox from 
publicist has been “named sales | regional circulation manager to 


: business manager. He _ succeeds 
promotion manager of the western : sg ewes ae : 
division of American Broadcasting oo May wa — a 
Co., Chicago. He replaces John! publis gf the death o ae 
Hansen, who has been appointed ence R. Lindner. ‘ 
sales representative for ABC’s Los Bi 


Angeles radio station, KECA. 
SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 


Three Appoint Elliott, Daly 
Elliott, Daly & Sherman, San 
Francisco, has been appointed to 
direct advertising for Baywood ¢ 
Park Corp., San Mateo; Color Tele- | LOSANGELES HALLIBURTON BLDG, 
vision Inc., San Carlos, and Reson- (SAN FRANCISCO CENTRAL TOWE 
ant Co., Belmont, all in California. / 


SALES EARNINGS HARE 
EARNINGS 

COMPANY 1951 1950 1951 1950 1951 1950 
Armour & Co. ...... $2,215,201,235 $1,859,827.683 029,004 $19,038,787 $3.20 3.94 
Celotex Corp. ...... 59.241.634 48,714,716 3,497,371 3,003,5! 3.57 3.03 
Burton-Dixie Corp. 22,880,722 20,555,791 426,972 809,724 2.06 
Curtis Mfg. Co. . 1,814,927 1,272,555 545,659 338,105 2.82 1.75 
Emerson Radio & 

Phono Corp. .... 3,592,397 6,514,716 1.85 3.36 
Glidden Co. ...... 228,522,503 188,607,966 8,313,868 8,561, 3.65 oa 
Massey-Harris ...... 197,362,551 164,128,198 15,378,721 17,540.803 2.00 2.28 
Osborn Mfg. Co. 12,391,308 7,777,794 797,491 517,547 10.20 6.62 
Society Brand 

Clothes Inc. ... 8,229,596 6,051,741 232,427 43,203 0.97 0.17 
West Virginia Pulp 

& Paper Co. 116, 395.000 95,464,000 10,326,000 12,262,000 10.80 12.93 
Wilson & Co. ..... 823,556,802 708,777,211 4,746,228 4,337,038 179 159 


nods | 
Only ten days left in which to create a red- 
hot copy theme for the new campaign .. . 


Client putting the heat on. . 
exec in a dither . . . boss looking hostile . . . 


Man, that’s when a feller needs a friend! 


Have you ever tried turning to the pages 
of Advertising Age for comfort and in- 
spiration? We don’t mean a hasty scan- 
ning of the ragged office copy that makes 
the rounds of the shop every week .. . 


We mean your own personal copy, 
delivered to your home every Monday, 
there to be perused and studied in the quiet 
and solace of your favorite easy chair. 


- account 


You'll find AA’‘s columns, when medi- 
tated over at your leisure, an unfailing 
idea-stimulator in times of need. 


The coupon below will bring you a per- 
sonal subscription to AA, plus a FREE 
compilation of James D. Woolf's widely 
acclaimed articles, “Salesense In Adver- 
tising.” 


Advertising Age 


Dept. F4, 200 E. Ilinois St., Chicago 11, Ill. 


Please enter my l-year subscription to Advertising Age and mail it to my 
home address. I am to receive FREE your new compilation of the best of 
“Salesense” articles. 


My Name 


Street 
Address 


City Zone _ State 


My Check for $3 is enclosed. Bill me later. 
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HOW A GROUP OF MANUFACTURERS 


GOT THE RESOLT STORY ON 
FARM PAPERS 


To introduce the new 50-pound 
feed bag, a group of bag manufac- 
turers recently got together and 
decided to take their story directly 
to the farmer. 


Kansas and Missouri were chosen 
as the major test ground. Two 
pages were scheduled in The 
Weekly Star and two and a half 
pages in the second Kansas and 
Missouri farm papers in order to 
compare relative pulling power. 


The ads ran in October and No- 
vember, 1951. Although not de- 
signed as inquiry copy, each ad 
offered an attractive booklet 
which depicted hundreds of sew- 
ing ideas with cotton bags. The 
offer was made in a coupon fea- 
tured in each ad. 


RESULTS: 


“er 10 TIMES AS MANY- 
er ie ONE-SIXTH THE COST! 


Results were overwhelmingly in 
favor of The Weekly Star, which 
pulled almost ten times as many 
inquiries as the two second Kan- 
sas and Missouri farm papers 
 eniorich combined—at one sixth the cost 
re per inquiry to the advertiser. 


2nd MO. 2nd KAN. 
FARM PAPER FARM PAPER 


Inquiries Inquiries 


Che Weekly Kansas City Star. 


GIANT FARM PAPER OF THE MIDWEST 
Over 450,000 Paid-in-Advance Circulation 


1729 Grand 202 S. State St. 15 E. 40th St. 
KANSAS CITY i arison 1200 CHICAGO Webster 9.0532 NEW YORK exington 2-4588 
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